THAT AANA 





{I 
MoUTKPIACKR 


era 





Featured in this issue: 
Do daytime segments 
offer advertisers 
television bargain? 
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@ With a cloud-touching tower in a new 
central location. KGEO-TY now serves over 
1,000,000 Oklahomans. It’s the long awaited 
change in the Oklahoma Television Market, An 


**Eye Catcher” that will sell products! 
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REPRESENTED BY JOHN E..PEARSON CO. 
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$110,000,000 


make 1956 and 1957 “Boom” years in the 


TERRE HAUTE 
Market 


Construction and expansion investments include: Allis-Chalmers, 








$10,000,000 addition to mammoth present plant; Indiana and 
Michigan Electric Co., $58,000,000 new plant; American Brass 
Co., $25,000,000, new brass plant; Commercial Solvents, Stran 
Steel, Charles Pfizer Co., Bemis Bag Co. and others are in- 





vesting many more millions in this important Midwest 
market. Expansion of educational institutions, a new multi- 
million dollar shopping center, and enormous private con- 
struction have made Terre Haute the “Boom” market of 
this rich and fertile, bil- 
hon-dollar area. 





Complete television 
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coverage of this 
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channel 





TERRE HAUTE, INDIANA 


THE BOLLING, €CO., NEW YORK — CHICAGO 








Television Age is published every other Monday with an additional issue yearbook number published in December by the Television Editorial 
Corp. Editorial, Advertising and circulation offices: 444 Madison Ave., New York 22, N.Y. PLaza 1-1122. Printing Office: 1309 
Noble St., Philadelphia 23, Penna. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and 
Mexico $8.00 a year; elsewhere $12 a year. Volume IV _ No. 7. Second class mailing privileges authorized at Philadelphia, Pa. 








NOVEMBER 19, 1956 


Television Age 


DEPARTMENTS 


1] 


Publisher’s Letter 


Report to the readers 


Letters to 


The customers 


Tele-scope 


BRIGHTER DAY(TIME) 
The fastest-growing tv time segment 


is span between sun-up and sun-down 


“FILTER, FLAVOR, FLIP-TOP BOX .. .” 
Philip Morris’ modern merchandising 


ideas pay off in strong sales surge 


GAS COMPANIES 
An industry gets ready to increase 


its tv promotion of a vital product 


WHAT ABOUT 19607 
Pulse survey gives tv some clues on 


how convention viewing swayed votes 


ANIMATION, TEXAS STYLE 
Enthusiasm plus know-how equals top 


accounts for young Keitz & Herndon 


7 On Film 


Suppliers, service news 


Spot Report 


Digest of national activity 


the Editor 


always write 


Washington Memo 


Campaign tv expenditures 


What's ahead behind the scenes 


Wall Street Report 
The financial picture 


Business Barometer 
Measuring the trends 


Newsfront 


The way it’s happening 


Film Sales 


The most recent contracts 


Set Count 


Market-by-market figures 


7 In the Picture 
Portraits of people in the news 


In Camera 
The lighter side 





Accidents 


.-+ BUT NOT ON FILM! No sir, 
you'll ‘‘air’’ no fluffs, no goofs, no 
flips, no slips when you use film... 
spot retakes take care of these. 
And, what's more, you'll be able to 
pre-test your opus—show it as you 
like it to selected audiences. . . get 
their reactions at relatively low cost. 
Also,. you'll enjoy advantages in 
expert programming, deeper cover- 
age, wider scope material! Yes, it's 
wise — and economical —to USE 
EASTMAN FILM. 


For complete information write to: 


Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


Eas?\Coast Division 
842 Madison Avenue 
New York 17, N.Y. 








West Coast Division Midwest Division 
706 Santa Monica Blvd. 130 East Randolph Drive 
tollywood 38, California Chicago 1, Illinois 


or W. J. GERMAN, INC. 
Agents for the sale and distribution of Eastman Professional 
‘otion Pictufe Films, Fort Lee, N. J.; Chicago, Ill.; Hollywood, Calif. 





... Steak Capital 


of the WORLD! 




















OMA HA e ee A Gourmet’s source of supply...a rich 
market in which to sell your products! 


No matter where you slice it...in the “21 Club” in New York, in 
“Galatoire’s” in New Orleans or “The Blue Fox” in San Francisco— 
you can bet that wonderful steak came from Omaha. Nothing else 
matches the quality and flavor of beef corn-fed on the rich farm lands of 
Nebraska and Iowa. 


Yessir, once you taste Omaha steaks, you’ll understand why we’ve 
earned the title—‘“the Steak Capital of the World”! ; 


the experts pick Omaha Beef for the Best Eating... 
and Omaha's WOW-TV for the Best Selling! 


You'll find WOW-TV the advertiser’s “Prime Choice” in the 
rich Omaha Market with 12 of the top 15 shows in the latest Pulse 
and 11 of the top 15 in ARB.. For the broadcast week as a whole, 
Pulse gives the leadership again to WOW-TV in 183 quarter hours, 
against 91 for the second station. ARB, too, puts WOW-TV way 
out in front—290 quarter hours to 164! 


FRANK P. FOGARTY, Vice President and General Manager 

FRED EBENER, Commercial Manager 
IN OMAHA it’s WOW and WOW-TV _ represented by BLAIR-TV, Inc. 
IN SYRACUSE it’s WHEN and WHEN-TV represented by The KATZ Agency 


IN PHOENIX it’s KPHO and KPHO-TV_ represented by The KATZ Agency 
IN KANSAS CITY it’s KCMO and KCMO-TV_ represented by The KATZ Agency 






















Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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steered by WWJ-TV’s 


5:30 Every Weekday 








“Cactus Dan” 


Evening 


Family entertainment at its best, this 
classic western adventure series is just 
the buckaroo to corral greater sales in 
Detroit and Southeastern Michigan. 


To the proven appeal of Gene 
Autry, Champion, Pat Buttram, 
and the rest of the Flying A gang, 
WW/J-TV has added an important 
live local extra: “Cactus Dan” Ed- 
wards who has won thousands of 
loyal fans with his own program. 


Scheduled between NBC’s “Comedy 
Time” and WWJ-TV’s long-es- 
tablished “Six O’Clock News and 
Sports”, it’s a sure-as-shootin’ big buy 
in big-buying Detroit. Phone, wire or 
write for participation availabilities. 





0 | Ann 
tl 
| 
i ASSOCIATE AM-FM STATION WWJ 
First in Michigon + owned & operated by The Detrot News 


National Representatives: Peters, Griffin, Woodward, Inc 
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It happens 
every day 


On Election Night America tuned to CBS Television 
for the swiftest, clearest, most accurate report of the 


nation’s will in a turbulent period in world history. 


All the networks reported the same event; but according 
to a Trendex popularity report, CBS Television attracted 
83% more viewers than the second ranking network — 
93% more than the third network. And as the evening 
wore on, the performance of the CBS News staff won an 


ever-increasing share of the Election Night audience. 


Only once before has one network led the others by so wide 
a margin in the area of news and public affairs programs. 
That was during the political conventions, when the 
nation’s viewers spent almost as much time watching CBS 


Television as the other two networks combined. 


And never before has the nation’s preference for CBS 
Television’s regularly scheduled programs been so clearly 
registered. For in the simple act of selecting a channel, a 
viewer chooses his favorite programs every day—and 
these votes too are carefully tabulated. Current returns 
show that CBS Television has 8 of the 10 most popular 
daytime programs, 9 of the 10 most popular nighttime 
programs, and television’s largest average audience — 


day and night. 


This constant vote of confidence from the constantly 
growing television audience is the underlying reason why 
America’s advertisers continue to commit more of their 
advertising investment to the CBS Television Network 


than to any other single medium in the world. 


CBS TELEVISION 
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e Give Thanks 


Thanksgiving epitomizes all that is good in America. 


It is a family holiday — rejoicing in happy get-togethers 
across the land. At the same time it is a solemn occasion for 
expressing spiritual thanks. 


Thanksgiving has special significance for us here in Muncie, 
the crossroads of America. At this time we give special thanks 


to our friends, our neighbors, our advertisers and our viewers. 


We are thankful, too, for the nation-wide recognition The nation’s test 


that has made our community the Middletown of U.S.A. 
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Letter from the Publisher 
The Probes Go On and On 


Now that the elections are over, the tv industry is settling down to its 
normal routine of being investigated. The FCC under Dean Roscoe Barrow 
is continuing its study of the networks. That report is not due for several 
months and possibly a year from now. 

The Anti-trust Division of the Department of Justice under Assistant 
Attorney General Victor Hansen is conducting its own investigation of the 
broadcast business. The Magnuson Committee has wound up its investiga- 
tion of the networks, and its report is due around the first of the year. The 
House Anti-trust Committee has been minesweeping the industry, with 
Emanuel Celler its chief detonator. The Ervin Small Business Committee, 
whose report was issued last month, also looked into the broadcast field. 
The Gore Committee on political expenditures, of course, included tv and 
radio. 

There is probably no industry that has been more investigated or lives 
in a goldfish bowl as much as does the broadcast business. 

Because of the importance and impact of the tv medium, it seems as if 
every politician periodically casts an eye towards the tv field and feels that 
it would be a juicy area in which to gain some personal publicity. In some 
cases, the investigators don’t appear to know exactly what they are after. 
This seems to be the case with Emanuel Celler, who has already demon- 
strated that he is a font of misinformation and has steered the course of his 
committee off into areas that make the investigation downright ridiculous. 

His sortie into the area of music indicates that he is either premeditatedly 
distorting information or is extremely naive. The charge that BMI is a 
monopoly just doesn’t stand up in view of the record. Last year BMI col- 
lected about $8 million from radio and tv; the annual ASCAP take is in 
the neighborhood of $20 million. If it weren’t for the presence of BMI. 
every broadcaster knows that the ASCAP revenue would probably be twice 
that amount. The presence of BMI is the greatest assurance this industry 
has against a music monopoly. If Congressman Celler really wanted to get 
into the actualities of music licensing, he might inquire why it is that the 
broadcast industry pays ASCAP $20 million and the motion-picture industry 
pays ASCAP less than $1 million a year. 

The Congressman’s latest display of ignorance and his unfamiliarity with 
facts were demonstrated when he appeared on The College Press Conference 
on ABC-TV last month. He charged that music from four Broadway musicals 
are rarely heard on the air because they are ASCAP pieces. The facts are. 
as everyone knows, except apparently Congressman Celler, that the songs 
from the musicals mentioned made the Hit Parade handily. For example, the 
number Hernando’s Hideaway from Pajama Game was on the Hit Parade 
for 14 weeks and Hey There from the same musical was a top tune for better 
than four months. Such unfamiliarity with facts is certainly ill befitting a 
conscientious investigator. 

Congressman Celler tells us that the report of the Subcommittee will be 
issued “somewhere around the first of the year”—after the Congressman 
has returned from a sojourn to South America at government expense. If 
the broadcast companies rectify their so-called malpractices, no action will 
be taken. If not, it will be a matter, the Congressman tells us, for either 
FCC or Congressional legislation. 

As to what these alleged malpractices are, the Congressman didn’t say. 
Meanwhile, the investigations go on and on and on. 


Cordially, 


9. Vaal 




















STEAMING 
AHEAD! 


Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 







Today, its array of manufactur- 
ing is the most vast in America 
...a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where — 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 












This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential. You leave a 
smart wake when you sail aboard 
WSAZ.-TV. Any Katz office can 
make out a profitable bill of lad- 
ing for you. 
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_WSAZ-TV 3) 


CHANNEL ® / 





HUNTINGTON-CHARL , W.VA. 
V.8B.c. NETWORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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An Exciting New Concept in Local Television 
Reporting 


| “TV news digest™ 


Has the Whole Town Watching 


| WISN-TV Weekday Evenings at 10:00 P. M. 


Thirty Minutes of Dynamic Television Journalism, Pre- 
sented in Six Special Five-Minute Segments by Wiscon- 
sin’s Most Comprehensive TV News Department and 
Milwaukee’s outstanding News, Sports and Weather 
Personalities 









LOCAL NEWS— 


WISN-TV News Director Don 
O'Connor with the latest, most 
complete coverage, live and on 


film. 


SPORTS WHIRL— 




















Milwaukee's most authentic TV 
sportscasts with Former Green 
Bay Packer star Bob Forte. 


PERSONALITIES— 





NATIONAL NEWS— 






Interviews with important fig- 
ures, celebrities in the world of 
news and sports. 






Milwaukee Sentinel stories, last 
minute photos, with Jim Van 
deVelde. 





WEATHER—- 





DOCUMENTARY TWELVE—. 
The inimitable Bill Bramhall, 


Milwaukee's favorite weather- 
man, is back by popular de- 
mand with his own unique treat- 
ment of the weather. 










Vivid, penetrating, analytical 
film treatment of local issues, 
shot by award-winning WISN- 
TV Newsreel Chief Charles 
Sciurba. 






















wi SN.-TV CHANNEL 


Represent by MILWAUKEE 
Edward Petry & Co., Inc 
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WDBJ-TV Expansion 


A two-week open house ended yesterday at WDBJ-TV-AM Roanoke, 
commemorating an expansion program that took 18 months to com- 
plete. The entire project cost $2 million and enlarged the floor space 
of the orginal Times-World building more than four-fold—from 
22,000 square feet to 98,600 square feet. 





One of the many locally-produced live shows on WDBJ-TV as seen 


from the control room and monitors. 


With the prospect of wpBJ-Tv going on the air in October 1955, 
the need for a bigger broadcasting plant was evident. Thus in April 
1955 the Times-World Corp. undertook the remodeling of its building. 
The new tv facilities feature two operating studios and three camera 
chains. In addition, a 150-seat auditorium is located on the second 
floor. The third floor contains complete photo facilities: the latest 
film-processing unit, slide-making equipment and 16mm sound-and- 
silent camera equipment. Naturally enough, this is within easy reach 
of the tv and radio newsroom. 

wpBJ-Tv, a CBS-TV affiliate, operates with maximum 316kw power 
on channel 7. The 50kw DuMont transmitter is located in a modern 
brick building on Poor Mountain. A special feature of this structure 
is the inclusion of a modern apartment wing that can accommodate 
two families. There also is provision for a bachelor apartment in the 
transmitter wing for engineers working late or on emergency duty. 

Corporate ownership of WDBJ-TV is steeped in Roanoke history. 
The video property is owned by the Times-World Corp., whose be- 
ginnings go back to 1886 in the case of the Times and 1889 for the 
W orld-News. All departments of both papers are housed in the Times- 
World building. M.W. Armistead III is publisher of the newspapers 
and board chairman of the communications complex. Ray P. Jordan 
is managing director of wpBJ-Tv-AM; John Harkrader, assistant 
managing director; Paul Reynolds, program director; Blake Brown, 
television sales manager, and Frank Koehler, radio sales manager. 

The remodeled Times-World building was open to families of the 
employes Nov. 4. On Nov. 5 began the week when business associates, 
government and civic leaders were taken on private tours. And 
the week of Nov. 11 was devoted to a public open house. 











TOP RATING IN 
CINCINNATI! 








the 
t(LLERY 
QUEE! 


y series /:/ 
starring 


HUGH MARLOWE 


The highest rated syndicated 
program in Cincinnati,” 
America’s great mystery 
adventure series ovtrates 
$64,000 Question, Dragnet, 
Jackie Gleason and other 
top network favorites! Get 
the facts for your market. 

*24.7 Pulse 9/10/56 


488 Madison Ave. 
New York 22 


PLaza 5-2100 
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OVERS THE EMPIRE! 


FROM CANADA TO OREGON, FROM THE CASCADES IN 
WASHINGTON TO THE MONTANA ROCKIES 





Inquire about the bo- No other advertising medium in the billion and half dollar Inland 
we eee Empire reaches as many buyers as KXLY-TV! Only from 6,018 feet 
vertisers may qualify Mt. Spokane can your message reach ALL the television receivers in 
for; TELEMARKET this big segment of the great, booming Northwest! Proof that the 
and PARADE OF “magic carpet” covers the Empire best is the fact that more local 

PRODUCTS advertisers use KXLY-TV than the other two stations combined. Plan 






to blitz this rich package of consumers with a sales bomb from the 
“magic carpet that covers the empire!” Write for complete market 














and coverage information. 
d T ¥ channel 
c . 7 
| he tlalean with a urubein fits Sf 
VICE PRES. RICHARD E. JONES aa 


REPRESENTATIVES: AVERY-KNODEL peg tetglnetig 
NEW YORK © CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGLES + DALLAS « ATLANTA ART MOORE AND ASSOCIATES 











Looking for Tv 
Success Stories? 





444 Madison Avenue, New York 22 


Then look no longer. The TELEVISION AGE series of Product Group 


Off-Beat Abe Success Stories takes up each field of business separately, goes into 

“Honest Abe and the Hard Sell” | 
(Tv AGE Oct. 22) was most refreshing 
off-beat stuff. My compliments to ‘Ye 
Dwight Arthur, whoever he is. tising. 


its problems and strong points, then outlines in detail the many ways 


firms in each field have met their problems through television adver- 


H. Wynn BussMANN 
Public Relations Director Each article includes dozens of actual television success stories. 
Broadcast Division 


A. C. Nielsen Co. 


These tried and tested formats will help you show hard-to-sell 


prospects how they can use tv to build their sales. 


Farm Issue 


1 jet Geta’ Wellin wer yeu Reprints are available at 25¢ each, 20¢ in lots of 10 or more. Just 
7” - D> d 
October 22 issue devoted to farm pro- fill out the coupon. 


gramming and was extremely im- 

pressed with the thorough coverage. 

Seeing the piece about WOOD-TV’s [| [TTT tree ee eee 
& P 1 











rooster that crows on cue was a pleas- | i ai 
ant treat. . . . I also might add that | mane Sarees 
I’m happy to be receiving TELEVISION | | 2 2s A | 
AGE twice a month instead of once. Television ge 
It always seemed a long time between ; “ia Be 
fdas ; 444 Madison Avenue, New York 22, N. Y. 
SHARON SCHNEIDER ! Please send me reprints of the Product Group Success Stories: 
woop-Tv Grand Rapids 
| l 
| ‘ . . ; | 
= N F Numb : ‘ 
I enjoyed the annual farm report | masher wf copies manser af copies 
as . 
and always . . . the special feature | | Bakeries & Bakery Products — Hardware & Building Supplies | 
reports. | | 
L. HerRscHEL GRAVES ; Dairies & Dairy Products —— Soft Drink Distributors - 
General Manager 
; | ’ aod ole. & : ae " 
wctv Tallahassee-Thomasville Banks & Savings Institutions Travel, Hotels & Resort: 
| 
Dry Cleaners & Laundries ~--- Sporting Goods & Toys | 
C atulations on your special | ! 
—— Xi : pe | Groceries & Supermarkets - Drugs & Remedies i 
October issue. Your coverage of to- 
day’s farm tv picture was most heart- | Furniture & Home Furnishings Gasoline & Oil ; 
(Continued on page 16) | 
Home Building & Real Estate’ - Shoe Stores & Manufacturers 
. . - | 
Maine Series Jewelry Stores & Manufacturers ———-_ Farm Implements & Machinery { 
. Te | 
—e “<= -agenagsd ae Nurseries, Seed & Feed — Electric Power Companies | 
versity 0 aine an - | 
Bangor is making possible a 13- | ‘ | 
week program series, Maine His- | Name 
tory, which is now appearing on Position 
the commercial tv outlet. Pro- | Cidlapeey | 
duced and directed by the De- | 
partment of History of the uni- . Address 
versity, the program will be a | City_ _Zone __State | 
credit course toward an academic | = 
degree. | (—0 I enclose payment C) Bill me 
| 
| | u 








November 19, 1956, TelevisionAge 15 











Give 

the Gift 
you'd 
like to get 
yourself 


~ 


ARMCHAIR SHOPPING SERVICE 


Hennessy is available everywhere, but 
you can now send Hennessy as a gift to 
friends and business associates in 30 states. 
For information, write, wire or phone: 
Beverage Gift Service, Dept. H, 

City National Bank Bidg., Beverly Hills, 
California. CRestview 1-6286 


Kk 


HENNESSY 


TheWorld’s Preferred COGNAC BRANDY 
84 Proof ¢ Schieffelin & Co., New York 
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Letters 


ening. The quality of farm program- 
ming and its effect the rural 
audience are sometimes difficult to ex- 
plain. You’ve done it quite success- 


fully. 


(Continued from page 15) 


on 


Eucene B. Dopson 
Acting Stations Manager 
wky-Tv Oklahoma City 


Krupnick Tv Buyers 

May | take the liberty of calling to 
your attention an omission on page 71 
of the September 24th issue of TELE- 
VISION AGE? I’m referring to the listing 
of television timebuyers of the United 


(Continued on page 18) 





Faces in the News 


Any newspaper man will tell 
you: names are news and local 
names will get you readers. And 
out in St. Joseph, Mo., there are 
a couple of tv farm directors who 
will tell you that pictures are 
news and local pictures will get 
you viewers. 

Harold J. Schmitz, farm-serv- 
ice director, and his assistant, 
Ralph Melon of KFEQ-Tv, are 
getting pictures of their farm 
audience on the air every week- 
day night. 

Each morning one of them is 
on hand at the St. Joseph Stock 
Yards, seventh largest in the na- 
tion and largest in Missouri. 
They shoot pictures as stock ship- 
ments are brought in. That same 
night the pictures are shown on 
Today's Markets, the station’s 
rundown on livestock, grain and 
poultry markets. 

Farmers from KFEQ-Tv’s four- 
state area tune in to catch them- 
selves and their neighbors on 
video, as well as for keeping 
abreast of market trends. 

On Saturdays “Smitty” 
Ralph concentrate on the young 
set—local and live. The half- 
hour show, 20th Century 4-H 
Review, pays tribute each week 
to a 4-H Leader from the 35- 


county coverage area. The club 


and 


kids and county agent are on 
hand for the salute. 
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Hook up with 





HOOVEN LETTERS, INC. 


| written Hooven Letter, type and 










Here’s an old estab- 
lished one-stop source for 
all your direct mail adver- 
tising needs at reasonable 


— 


Producers of the famous indi- 
vidualized automatically type- 


machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 


THE HORACE H. NAHM COMPANY 


Creators and producers of direct 
mail and printed: advertising. 
Idea, Planning, Copy and Art : 
facilities for resultful printed oe 
promotions. " 


HOOVEN LITHOGRAPH COMPANY = | 
Producers: of high quality offset 
printing in black and white and 
color. 








NAHM PHOTOGRAVURE 
COMPANY 
Designers and producers of 
finest quality engraved and 
rotolith letterheads. 









FAST 
PICK UP 
AND DELIVERY 


One Call 
For All— 


HOOVEN LETTERS, INC. 
352 Fourth Ave., New York 10, N. Y. 
COMPLETE DIRECT MAIL SERVICES 
















BEST BUY- 
My Little Margie on WHIO-TV 





VERY LITTLE ON COST 


$75 per 1-Minute Spot! 











| ] 

: | 
VERY, VERY LARGE ON INTEREST 
Remember this show’s STARS—Gale Storm and 
record-breaking run. Now Charles Farrell. Five times per 
we can offer it to You! week—1-1:30 P.M. 

® 

} 


VERY, VERY, VERY LARGE 
ON SELL! 


Some Facts on WHIO-TV Coverage and Market: 


Set Count .\..'ieesess 511,310 

Families ....06 0.03.4. 593,200 

Retail Sales ......... $3,361,973,000 (Sales Management) 
COUNEIEE s <'cn ce eccves 26 Ohio Counties, 10 Indiana Counties 


September Pulse—15 of the Top 15 Weekly Shows. 
8 of the Top 10 Multi-Weekly Shows. 





‘a 


Now Scheduling—Participations Open. 
Call George P. Hollingbery. 
National Representative. 


One of America’s 
great area stations 


CHANNEL #@ DAYTON, OHIO 





Letters (Continued from page 16) 


States. In the listing of St. Louis 
agencies active in the television field 
Krupnick & Associates got lost in the 
shuffle. And, since we are extremely 
active in national spot television for 
accounts’ like Poll-Parrot shoes 
(Roberts, Johnson & Rand Division of 
International Shoe Co.), we felt it 
might be useful to your readers to 
call this to your attention so that we 
could be included in your list next 
time around. 

Our radio-te’evision director is Ray 
Arbruster, and our media manager is 
Fred Wuellner. Thanks for your co- 
operation and congratulations for turn- 
ing out a consistently valuable publica- 
tion. 

Lee CAVANAUGH 
Administrative Vice President 
Krupnick & Associates 

St. Louis 


Note: Our apologies to Krupnick & Asso- 
ciates for omitting them from the timebuyers 
4 list. We are very well aware of their tele- 
vision activities as outlined in Tv AGE’s own 
¥ article, “Krupnick: High Flyer,” which 


appeared in our issue of September 1954. 

Here are the results of another election with Helpful Article 
fourteen counties reporting. We noted with interest and apprecia- 
tion the article entitled “Palatable Pub- 
WREX TV : . ° lic Interest” by Richard Pack in the 
_ wins with a tremendous plurality. September 24th issue of TELEVISION 
AGE. Mr. Pack’s words should be help- 
ful to folks in both non-commercial 





Here is the vote —-— 



































14-COUNTY PULSE — SEPTEMBER 1956 and commercial broadcasting. 
‘naan Wiiam A. HARPER 
7 A.M.-12 N. 12 N.-6 P.M. | 6 P.M.-12 Mid. Director of Information Services 
wae . 42 50 58 : Educational Television and 
os ~ = - Radio Center 
Saturday Ann Arbor 
WREX 71 62 55 
Station B _ 12 22 Product Group Success Stories 
Sunday Please forward 3 copies of Shoe 
WREX 71 54 60 Stores and Manufacturers, which was 
ae 8 = a5 21 published in TELEVISION AGE, October 
Thi : 8, 1956. 
" is rage 2 cd re-elects WREX-TV as the No. 1 tv Joun DuNNAVANT 
vy in a billion-dollar market. KPLc-Tv Lake Charles, La. 
Get on a ban i -to- 
: - Ryagee full of sales . .. in the next-to Note: Reprints of all of the Product Group 
the-biggest Illinois market. success stories are available at 25c each, 20c 
in lots of 10 or more. Success stories have 


now appeared on: “Bakeries and Bakery 
Products,” “Dairies and Dairy Products,” 


“Banks and Savings Institutions,” “Dry 
-~ Cleaners and Laundries,” “Groceries and 
Supermarkets,” “Furniture and Home Fur- 


nishings,” “Home Building & Real Estate,” 
OF | A N N E L { 3 “Jewelry Stores & Manufacturers,” “Nurse- 
ries, Seed & Feed,” “Hardware and Build- 
CBS-ABC AFFILIATIONS ing Supplies,” “Soft Drink Distributors,” 
telecasting in color | “Travel, Hotels & Resorts,” “Sporting Goods 
and Toys,” “Drugs and Remedies,” “Gasoline 
Represented by: H-R TELEVISION INC and Oil,” Shoe Stores and Manufacturers,” 
y : “Farm Implements and Machinery,” and 

“Electric Power Companies.” 





18 November 19, 1956, Television Age 











MAT 


1) | 21-GUN SALUTELS: 


FOR THE TV STATIONS AND SPONSORS WHO 
WANT THE NO. 1 SHOW IN THEIR MARKETS... 











fata see TALES 


OF MEN AND ADVENTURE! 


PRODUCED WITH THE FULL COOPERATION OF THE DEPARTMENT OF DEFENSE AND THE':?A 






BIG AND LAVISH . . . WITH SEQUENCE AFTER SEQUENCE AT YOUR COMMAND ... YOU'LL BE THE PROUD SPONSOR OF Bes 


FEATURING OUR HOLLYWOOD STARS © SPINE-TINGLING SHOWMANSHIP! THE NO. 1 SHOWIN YOUR MARKET! [* 


\ 
FILMED AT ANNAPOLIS! In the classrooms, Every week your viewers will thrill to stories Your product will be seen in a program peo- M 
on the playing fields, aboard the battle fleet ablaze with the adventures, loves, heartbreaks ple will take pride in watching, in talking ite 
. . wherever Men of Annapolis go into action! and triumphs of the U. S. Midshipmen. about, in recommending. ora 


L COMPELLING 


AS THE CALL TO COLORS! 


LGLORIOUS 


AS OUR COUNTRY’S HISTORY! 





is 


SURGING WITH 


FROMEMENT, SENTIMENT Ato HEROSM/ 


AND THE SALES IMPACT OF A 21-GUN SALUTE! 








STARRING 


THE U.S. MIDSHIPMAN 


with a new hero for each thrill-filled half-hour 
starring Hollywood's top-flight talent. 








be sure YOU are the proud 
end happy sponsor when 
“four community hails 
“MEN OF ANNAPOLIS” 
ite or phone us today . 
NEW YORK 
CHICAGO 


4 an early audition date. \ 
F aA . a CINCINNATI 
i : 7 Beye Z HOLLYWOOD 

—_ ; ( Se, AMiskigsgy i 











IN BALTIMORE 


WBAL-TV PERSONALITIES 


REALLY STAND OUT. 


Here’s the crowd Ask any Maryland viewers to name their favorite local TV person- 
wen eee ality. Surveys show that eight out of ten will name one of the guys 
on Se or dolls at WBAL-TV. Ask an advertiser where he goes first to audi- 


Neney Clark ag tion people to promote his prodyrt. You'll get the same answer... 
Keith ‘McBee WBAL-TV. 

Maggie Lynn . 

Al Herndon ° , - 

Jay Grayson One Baltimore outlet has a star-studded stable of winning person- 


Center: alities—as well known to viewers as their next-door neighbors. And 
Miss Nancy 


Brent Gunts these people can really sell! Viewers—know them, like them, and 


Galen Fromme 
ao believe in products they recommend. Personalities at WBAL-TV get 


Her By: Rs a big build-up—a big backing from Baltimore’s stand-out station . . . 


Bottom: WBAL-TYV. 


Conway Robinson 
Mollie Martin 


mews = | WWIBAL-TV Channel 11 © 


Jack Redfern nationally represented by EDWARD PETRY & CO., INC. 
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WHAT'S AHEAD BEHIND THE SCENES Te | € “SC O p e 





Top 20 Spot Stations 

In the third quarter of 1956, 294 television stations in 
197 markets reported to the N.C. Rorabaugh Co. for the 
Rorabaugh report. The 20 stations which reported the 
highest number of active national and regional spot ac- 
counts were: 1. KDKA-TV Pittsburgh, 204; 2. WNAC-TV 
Boston, 167; 3. KTTv Los Angeles, 161; 4. wNuc-Tv New 
Haven, 155: 5. wBtv Charlotte, 153; 6. wcau-tv Philadel- 
phia, 152; 7. wosu-tv New Orleans and wBen-tv Buffalo, 
each 144; 9. KNxt Los Angeles, Ksp-Tv St. Louis and 
KING-TV Seattle, each 136; 12. wrvy Miami and wspp-Tv 
Toledo, each 131; 14. Kprx San Francisco, wc1A Cham- 
paign and Kwtv Oklahoma City, each 128; 17. wsB-Tv 
Atlanta and wcss-tv New York, each 126; 19. KMTV 
Omaha, 124, and 20. wres Schenectady, 120. 


Where are the TV-Tape Recorders? 

What is holding up deliveries of the Ampex tv tape re- 
corders? CBS-TV still has only one, and that one is on the 
west coast where it is undergoing experimentation. NBC- 
TV reports that none has been delivered, although two are 
under order. 


Tobacco Spot Increases 

With national spot in the third quarter dropping to a 
total of $84 million from $106 million, in the second 
quarter nearly every product using spot showed a decline, 
according to the Television Bureau of Advertising. Notable 
exceptions were “Tobacco Products and Supplies,” which 
increased from $7,371,000 to $7,823,000, and “Publica- 
tions,” which went up from $183,000 to $484,000. Quipped 
TvB president Norman E. Cash of this last development: 
“Television is delighted with this advertising endorsement 
from print media.” 


Spot Groups Showing Drop 

Hardest hit among the product groups were “Automotive,” 
which dropped from $3.5 million to $1.8 million; “Dental 
Products,” from $4.4 million to $2.7 million; “Food and 
Grocery Products,” from $28.3 million to $21.7 million, 
and “Household Laundry Products,” from $5.2 million to 
$3.2 million. “Cosmetics and Toiletries” came close to 
holding their own with a total expenditure of $9.5 million 
the second quarter and of $8.9 million the third. Tv AGE’s 
Nov. 5 issue prediction that the spot total for the third 
quarter would be “around $85 million” came close to the 
truth. Final TvB figures were $83,863,000. (For past 
year’s top 20 spot advertisers, see page 27.) 


Penney May Try National TV 

There is talk again that not only will Sears, Roebuck 
and Montgomery Ward make nationwide splashes into 
tv, but so also will J. C. Penney Co. All three of these giant 


merchandising firms have this year for the first time in 
many years advertised in national magazines. Their entry 
into national mass media foreshadows more of same to 
come. In which case, television will be in the picture. Pen- 
ney is reported already to be giving serious consideration 
to tv plans. 


Clearing Path for New Films 


The Association of Motion Picture Producers has started 
a series of meetings with Screen Actors Guild, Screen 
Directors Guild and Writers Guild of America. The pur- 
pose of these meetings is to find a formula for clearing 
the way for the sale of Hollywood feature films made after 
Aug. 1, 1948, for television distribution. The studios are 
prevented from selling their post-1948 product for tv 
showing until a formula is established to provide residual 
payments to performers, directors and writers. Some of 
the films in the recent sale of R.K.O. and Warner Brothers 
backlogs were made after the cutoff date but cannot be 
released until the talent groups agree to terms. The feel- 
ing is that the release of post-1948 pictures is inevitable. 
The big question is: when? 


Decaf Campaign 

The Nestle Co., Inc., through Dancer-Fitzgerald-Sample, 
Inc., New York, has just come into New York City with a 
concentrated campaign for Decaf, a decaffeinated instant 
coffee. This completes the company’s coverage of the 
eastern portion of the country for the product. Though not 
yet definite, plans are underway for similar coverage of 
the western section. 


Top Ten Spot Agencies 

Top 10 advertising agencies in national and regional spot 
billings for the third quarter of 1956 are: 1. Ted Bates & 
Co., 2. McCann-Erickson, 3. Leo Burnett Co., 4. Young & 
Rubicam, 5. Benton & Bowles, 6. Batten, Barton, Durstine 
& Osborn, 7. Dancer-Fitzgerald-Sample, 8. J. Walter Thomp- 
son, 9. Lennen & Newell, and 10. William Esty Co. Lennen 
& Newell, the Television Bureau of Advertising points out 
in announcing the standings, appears in the first 10 for 
the first time. This gain in standing is attributed to their 
spot spending for the Armstrong Rubber Co. 


Who’s on First? 


Checking the Top 10 spot billing agencies for the third 
quarter with standings for the previous three quarters 
shows Ted Bates in first place for all four quarters; Mc- 
Cann-Erickson in second place this quarter and the second 
quarter of 1956 but third the two quarters before that; Leo 
Burnett in second place the fourth quarter of 1955 and 
first quarter of 1956, dropping to fourth the second quarter 
and coming back to third in the quarter just finished. 
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\ ™ ACcross—-the-—-bpoarca 
.«m % ...-the Lion is 
TV-King on KRING-TV 





Proving the fantastic Los Angeles and Denver ratings were no fluke, it happened 
again in Seattle — this time on KING-TV’s across-the-board presentation of 
MGM's Command Performance. 


The October A.R.B. ratings show a fabulous 30.5 rating at 1] P.M. — Saturday night 
— a heretofore unheard of figure so late at night in a four station market. 


The average MGM Seattle ratings for the 10:45 to 12:15 time-slots for 
FRIDAY were 23.6, for SATURDAY they were 26.2 
and for SUNDAY they were 16.1 


Averaged out for the entire week the MGM programming 
out-rated the combined total for the three other 


stations by a margin of nearly two to one. 








Have you inquired about the availability of 
the MGM-TV library in your area? Do it now! 





A SERVICE OF 
LOEW'S INCORPORATED @ For further information — write, wire or phone 
i a Charles C. Barry, Vice-president 
1540 Broadway, New York, N. Y., JUdson 2-2000 
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Business barometer 


The drop in national spot billings, which began in June and continued through 
July, was slowed in August, but the trend did not turn upward as it 
did in 1955. Local billings, on the 
other hand,were stronger this August than LOCAL BUSINESS 
they were a year ago. 


The TELEVISION AGE exclusive monthly Business 
Barometer index showed that national 
spot billings were off 2.3 per cent 
in August from the point set in July, 
and local business was up 3.9 per cent 
for the same period. 








ee Ap May June 











National spot had gained 2.4 per cent in 
August 1955, but in 1954 the decline 
for the month was 3.4 per cent. 








The drop in spot was something of a surprise 
because of the strength shown by this 
category throughout the fall and . 
winter and even through the spring period 
this year. In fact, the peak reached 
by national spot at the end of May (see 
chart) was an all-time high and came 
after increases nearly every month in c 0 
the nine months preceding May. 5 

















ie 


Apparently this very high was a contributing 
factor to the weakness in August. Spot billings by May had reached 
such a level that reaction was to be expected. The fact that this 
SPOT BUSINESS adjustment continued over into August 
after the decline in June and July is 
not surprising. 








h \ Mayr ae 


105 The increase in local billings is a cheery 











100 development that to some extent makes 
95 up for the weakness in spot. The 
on gain of 3.9 per cent in August can be 


compared with a drop of 1.9 per cent 
for the same month in 1955 and a decline 
of 2.2 per cent for August 1954. 


70 However, local business had been off 5.8 per 
S cent in July this year, as compared to 






































- a drop of 2.8 per cent for the month in 
60 1955. Perhaps the strong comeback in 
35 August was caused in part by this 
50 previous weakness. 
[ | Ss More strength may be expected in both the 

leomatt sed national spot and local categories in 

; : 35 the September report. 
3° «This is the 35th monthly Business Barometer 
9 report _on spot and local billings. 
20 Percentages for the exclusive feature 
15 are prepared by Dun & Bradstreet from 
16 material sent directly to them by 
5 commercial television stations. 
0 The percentages are then analyzed by the editors 
5 of TELEVISION AGE and their advisors. 
10 


The report on September network billings, as 


compared with those of August, will be published in the December 3rd issue of 
TV AGE. 
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*] have but one lamp to guide my feet, and that is 
the lamp of experience.— Patrick Henry 


VENARD, RINTOUL & McCONNELL, INC. 


“The Lamp Of EXPERIENCE 


Station Sales Experience (local) 

Station Sales Experience (national) - 
Station Ownership Experience 

Station Sales Management Experience 
Station Program Management Experience 
Station Research Experience 

Station Finance Experience 

Station Promotion Experience 
Representation Management Experience . 
Representation Sales Experience 
Representation Research Experience 
Network Relations Experience 


Network Sales Experience 


ALallhlhghyhyiyeys)4)5)8 
NOoOOOOoooooon 


Technical Experience 


Balanced Experience 


VENARD, RINTOUL & McCONNELL, INC. 


TV & Radio Station Representatives 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 


Convention Headquarters Conrad Hilton Hotel 
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National spot declines in third quarter . page 27 
Musical chairs at the television networks . page 29 


NTA and 20th Century-Fox pact ...... page 58 


THIRD-QUARTER SPOT. Spot tele- 
vision billings for July, August and 
September totaled $83,863,000. As 
predicted in Tv AGE (Nov. 5, page 23), 
this is about 20 per cent off the pace 
of the preceding quarter. 

However, the dip comes during the 
traditionally slow advertising months 
of the third quarter. The peak spend- 
ing of the first six months this year 
and the expected boom during these 
closing months of 1956 should make 
the year a record one. 

The third-quarter report, compiled 
by the Television Bureau of Advertis- 
ing, is made up from 300 stations 
covering 203 markets. Making up the 
total are 2,978 companies, with 1,236 
of them spending more than $5,000 
during the quarter. 

Among sliding product categories 
in the drop from $105 million in the 
second quarter to the $84 million of 
the third were food and grocery, den- 
tal and automotive. Foods plunged 
from $28,381,000 to $21,775,000; den- 
tal from $4,442,000 to $2,742,000, 
and cars and accessories from $3,556,- 
000 to $1,827,000. New-model cam- 
paigns, of course, will revive the auto- 
motive total during the final quarter. 

At the same time, transportation 
and travel, jewelry and cigaret totals 
were slightly up. 


P&G LEADS. Once again Procter & 
Gamble leads the list of 200 top spend- 
ers, although the company dropped 
from $6,541,000 in the second quar- 
ter to $2,873,700 in the third. With a 
return to peak spot spending during 
the final quarter, P&G may well strike 
the $20-million mark by year’s end. 

Moving from third to second place 
was Brown & Williamson, spot’s top- 
spending tobacco firm, with a total of 
$2,754,100. General Foods dropped 
from second to third, totaling $2,440,- 
200. Philip Morris moved up a couple 
of notches to take fourth place with 
an estimated $2,070,000. 


Other companies spending a million 
or more were Sterling Drug, Colgate- 
Palmolive, Lever Bros., Carter Prod- 
ucts, Continental Baking, National 
Biscuit, Liggett & Myers and Miles 





Top Spot Spenders 
Twenty leading spot-tv spenders 
during the last 12 months (Oct. 
1, 1955 to Oct. 1, 1956). 


1. Procter & Gamble Co. 
$19,262,100 
2. Brown & Williamson Tob. Co 
11,088,500 
3. General Foods Corp. 
9,476,200 
4. Sterling Drug, Inc. 
8,324,800 
. Colgate-Palmolive Co. 
6,893,500 
6. Philip Morris & Co. 
6,621,000 
. National Biscuit Co. 
6,524,700 
8. Miles Laboratories, Inc. 
5,753,900 
9. Kellogg Co. 5,036,000 
10. Bulova Watch Co. 4,561,900 
11. Liggett & Myers Tobacco 


uw 


~I 


4,392,200 
12. General Motors Corp. 
4,209,900 
13. Robert Hall Clothes 
4,131,400 
14. American Tel. & Tel. Co. 
4,040,760 
15. Ford Motor Co. 3,901,000 


16. Continental Baking Co. 


3,861,100 
17. Carter Products, Inc. 
3,687,300 
18. Lever Brothers Co. 
3,631,300 
19. Coca Cola Co./Bottlers 
3,489,400 
20. Warner-Lambert Pharma. 
Co. 3,079,900 











muro Newsfront 


Laboratories. 

There was no appreciable change in 
types of spots and times used. Day- 
time accounted for 30.7 per cent of 
the third-quarter spot scheduling. 
Night hours were up slightly to 58.9 
per cent, and late night accounted for 
10.4 per cent. 

Announcements amounted to 44.3 
per cent of the billings, ID’s 12.1 per 
cent, participations 21.4 per cent and 
programs 22.2 per cent. 

The gross one-time rate used to com- 
pute the expenditures was taken from 
the January 1956 Standard Rate & 
Data Service. 


THIRD QUARTER LEADERS. fFol- 
lowing are the 50 top spot-tv adver- 
tisers for the third quarter of 1956: 


1. Procter & Gamble Co. $2,873,700 
2. Brown & Williamson Tob. Co. 2,754,100 
3. General Foods Corp. 2,440,200 
4. Philip Morris & Co. 2,070,000 
5. Sterling Drug, Inc. . 2,040,500 
6. Colgate-Palmolive Co. 1,839,900 
7. Lever Brothers Co. 1,502,300 
8. Carter Products, Inc. 1,391,700 
9. Continental Baking Co. 1,387,500 
10. National Biscuit Co. 1,141,900 
11. Liggett & Myers Tobacco 1,129,800 
12. Miles Laboratories, Inc. 1,103,000 
13. Bulova Watch Co. 973,000 
14. Robert Hall Clothes 943,200 
15. Kellogg Company 917,100 
16. Warner-Lambert Pharma. Co. 853,400 
17. American Tel. & Tel. Co. 786,600 
18. Coca-Cola Co./Bottlers 783,900 
19. Corn Products Refining Co. 775,000 
20. P. Lorillard & Co. 762,000 
21. Nehi Corp./Bottlers 733,900 
22. Helaine Seager Co. 681,100 
23. Pabst Brewing Co. 640,400 
24. Shell Oil Co. 630,200 
25. Sales Builders, Inc. 531,300 
26. Pepsi Cola Co./Bottlers 188,800 
27. Harold F. Ritchie, Inc. 185,800 
28. P. Ballantine & Sons 485,300 
29. Nestle Co., Inc. 474,600 
30. International Latex Corp. 167,900 
31. Swift & Co. ; 167,100 
32. Charles Antell, Inc. 167,000 
33. R. J. Reynolds Tobacco Co. 165,000 
34. Esso Standard Oil Co. 144,700 
35. Revlon, Inc. 435,000 
36. Better Living Enterprises 433,300 
37. Theo. Hamm Brewing Co. 417,900 
38. Ford Motor Co. 406,200 
39. Anheuser-Busch, Inc. 398,300 
40. Wesson Oil & Snow Drift 393,300 
41. Northern Paper Mills 371,900 


(Continued on page 29) 
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Guild Films Now Offers 
2rime-Time Programming 
‘or Every Station Need 








Guild Films has lined up the most 
powerful combination of prime-time 
programming—including color—to 
round out and fill all station 
programming needs. 


LIBERACE 
FRANKIE LAINE 
FLORIAN ZABACH 


For the first time, Guild Films makes 
available to you this A-time programming 
for any slot you may wish—morning, 
afternoon or evening. 





Here's your opportunity—with top stars, 

top production values, top audience appeal, 
top participation sales response—to make 
your station tops in showmanship. 


I SPY 
SHERLOCK HOLMES 


PARIS PRECINCT 


and 


CONFIDENTIAL FILE 


We suggest you lose no time. Write, wire 
or phone us now for full facts—and for 
our realistic, down-to-earth prices. 


——— 


————,, 























| — HOWS 
DREN $$ 
J ~F ok _ Junior Science ee a antwe Alls MOLLY (The Goldbergs) > 
ee "ee 
en aera RNS DUFFY’S TAVERN 
100 ALL STAR WwESTE COMEDIES (26 in color) 
poe - erewe pease LIFE WITH ELIZABETH 
Johnny Mack Brown - . ANET DEAN | 
sine. my Wey D RAM AS ’ 
Hoot Gibson - Eddie CONRAD NAGEL 
BUSTER CRABBE . mene THEATER 
“5s WOMEN’S FEATURES 
the ee 
Lanier i WALTER LANTZ 
MOTION PICTURES with 








Oswald the Rabbit 
CARTO ONS Poochie the Pup 
Meany, Miny and Moe 
and the 


GUILD (4) FILMS LOONEY TUNES 


COMPANY, INC 


460 PARK AVENUE * NEW YORK 22, N. Y.* MU 8-5365 


28 November 19, 1956, Television Age 








News 


(Continued from page 27) 


42. Standard Brands, Inc. .. 370,000 
43. American Home Foods 362,000 
44. Simmons Co./Dealers 360,300 
45. Florida Citrus Commission 358,200 
46. Gillette Co. (includes Toni and 

Paper Mate) 356,200 
47. Lee, Ltd. ein 352,600 
48. General Motors Corp. ... 351,300 
49. Reader’s Digest Assoc., Inc. . 350,600 
50. Chesebrough-Ponds, Inc. . 350,500 


TV’S MUSICAL CHAIRS. The new 
tv season is well under way, and 
thus far most of the high dramatics 
are being acted out behind scenes 
in executive suites and conference 
rooms at the networks. 

In the short space of three months 
all three chains have been smitten 
with fast shuffles in presidential ranks. 

Paradoxically, this somewhat frene- 
tic game of musical captains’ chairs 
comes as the medium strides into its 
biggest financial year. According to 
Publishers Information Bureau esti- 
mates, all three networks have scored 
solid gains in billings. 

The American Broadcasting Co., 
where Robert E. Kintner resigned as 
president, has in the first eight months 
of 1956 piled up a gross of $50,855,- 
477. That compares with a total of 
$28,595,084 for the same period of 
*55—a gain of 77.8 per cent. 

At NBC, where Sylvester L. (Pat) 
Weaver bowed out as chairman of 
the board and five new executive vice 
presidents were named (one of them 
Mr. Kintner), billings are running 
about 18 per cent ahead of a year 
ago. In 1956’s first eight months, NBC 
has grossed an estimated $102,285,000. 

And at CBS, where J. L. Van Volken- 
burg resigned as president of the 
television network, effective Dec. 31, 
and executive vice president of the 
division, Merle S. Jones, takes the 
chair, the gross is up 17 per cent. 
For the first eight months of 56, CBS 
retains its lead with billings of $123,- 
285,000. 


CBS-TV’S NEW CHIEF. Most recent 
announcement in the string of changes 
came from CBS on Nov. 1. After 24 
years with the network, Mr. Van 
Volkenburg retires at the end of the 
year for personal reasons. The CBS 
announcement was followed the next 


word from NBC that Mr. 


day by 





ROBERT E. KINTER 
. newest NBC executive v.p. 


Kintner had been named an executive 
vice president, effective Jan. 1. He will 
be responsible for coordinating color- 
tv activities. In addition, he will handle 
other staff duties as assigned by Robert 
Sarnoff, NBC president. 

Merle S. Jones, who will succeed 
Mr. Van Volkenburg at CBS-TV, has 
come up through the industry from 
the midwest, as did his predecessor. 
A native of Omaha, Neb., he is 51. 
He graduated from law school at the 
University of Nebraska and for three 
years practiced law. He entered broad- 
casting in 1932 as a time salesman 
for WAAW Omaha. He has succeeded 
Mr. Van Volkenburg twice before, 
once as general manager of KMOX 
St. Louis (1937), and again as head 
of CBS-owned tv stations. 

In 1944 Mr. Jones became vice 


president of Cowles Broadcasting Co. 





MERLE S. JONES 
CBS-TV’s new president 


and general manager of woL Washing- 
ton, subsequently moving to the general 
managership of wcco Minneapolis in 
1947. Two years later he went to the 
west coast as general manager of KNX 
and KNxT Los Angeles. 

It was in 1951 that he became vice 
president in charge of CBS-owned 
stations. Last March he was made 
executive vice president of the tv 
division. 

Mr. Van Volkenburg, who is 52, is 
a native of Sioux City, la. He attended 
the University of Minnesota. In 1928, 
he was made head of the radio depart- 
ment of BBDO, Chicago. 

In 1932 he joined CBS as sales 
manager of KMOX St. Louis. He later 
became the station’s president and 
general manager, and still later was 
made executive assistant to H. Leslie 
Atlass, CBS vice president in charge 
of the central division, Chicago. 

Mr. Van Volkenburg moved to New 
York in 1945 as general sales manager 
of CBS radio sales. In 1948 he was 
named director of station administra- 
tion and supervised all CBS-owned 
stations. After a few months, he be- 
came vice president and director of 
CBS’ tv operations and vice president 
of both radio and television network 
sales. 

He was made president of CBS 
Television in 1951. The next year, 
he was named to the board of directors. 
After retirement, he will continue as 
a director. 


NBC’S UPPER ECHELON. [n his 
new post at NBC, Mr. Kintner joins 
four other recently appointed executive 
vice presidents who were named to 
the posts a little more than two months 
ago in a general reorganization of 
the network’s executive structure. 
Thomas A. McAvity was 
executive vice president, ty 


named 
network 
programs and sales. He was formerly 
vice president, tv network. Also report- 
ing to him now is the business-affairs 
office. 

Charles R. 


president in charge of NBC-owned 


Denny, formerly vice 


tv and radio stations, and spot sales 
became executive vice president, opera- 
tions. He still has charge of spot sales, 
and now reporting to him are the 
NBC radio network, production facili- 
ties and California National Produc- 


(Continued on page 58) 
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..».NOT SEVENTEEN? 


YES...WBRE-TV does have 
a 17 County Coverage 


Speed and power and trained news gatherers are the combination 
that makes WBRE-TV's News Coverage looked for . . . sought for 
and bought in Hill Country, U.S.A. That's where WBRE-TV and 
only WBRE-TV delivers the daily doings of interest to each of the 
hundreds of communities and to the millions of folks who live and 


work in these 17 Northeastern Pennsylvania Counties. 


AN gN8ic BASIC BUY : National Representative : The Headley-Reed Co. 


Counties Covered: LUZERNE LACKAWANNA LYCOMING COLUMBIA 

SCHULYKILI NORTHUMBERLAND MONROE PIKE WAYNE 

WYOMING SULLIVAN SUSQUEHANNA BRADFORD UNION 
SNYDER MONTOUR CARBON 







TV Channel 28 


WILKES-SARRE, PA. 


Powerhouse of the animal kingdom is the Rhinocerous 
who can cover ground at the amazing speed of 200 
yards in less than 17 seconds. 














| ewest frontier of the broadcasting industry 
is daytime television, fastest-growing time 
segment in the entire programming cycle. 

Only a few months ago an area virtually un- 
explored by the great majority of stations, today 
daytime programming accounts for eight hours 
and 15 minutes of telecasting time by the average 
outlet, as compared with five hours and 50 minutes 
of night operation. But while the average station 
is now on the air more daytime hours (before 6 
p. m.) than nighttime, some 78 per cent of the 
revenue still comes from the choice after-dark 
programming. 

While the 22 per cent of total revenue which 


Television Age 
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Brighter day 


Fastest growing 


television segment is span 


between sun-up and sun-down 


comes from daytime programs on the average 
station is still a nominal figure, it is showing a 
steady and healthy growth. On the average station, 
for example, this 22 per cent of today is over 10 
per cent ahead of the daytime revenue of a year 
ago. 

Keeping in mind the comparatively low rates 
which prevail for daytime hours, especially on 
some of the smaller stations, this is an encourag- 
ing trend. 
in an 
exclusive and copyrighted TELEVISION AGE survey 
which has just been completed. 


These facts and others were revealed 


The figures above are for the average station 
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Table 1: Daytime Share of Station Revenue 





Station Class A 
hourly rate 


© revenue change 
over 1955 


% total revenue 
from daytime 


Average hours 
on air night 


Average hours 


Average hours 
on air daily 





Under $250 


on air daytime 





$251-$500 





$501-$900 





$901-$1,500 








$1,500 up 





Average Station 


Source: Television Age survey. 


and must, of course, include a great 
number of smaller stations where day- 
time programming is still limited and 
continued availability of choice night- 
time segments has kept the daytime 
cycle largely on a sustaining basis. 

The Tv AGE survey breaks down the 
station sample by the rough rule of 
thumb of the outlet’s Class A hourly 
rate (see table 1). 

A study of these results shows that 
as stations increase in size, their hours 
on the air tend to increase in direct 
ratio. And as the hours on the air go 
up, so do the average hours in both 
night and daytime segments. 

The per cent of total revenue coming 
from the daytime operation also tends 
to show a gain, the survey shows, but 
not necessarily in direct proportion to 
the number of hours of daytime pro- 
gramming. For instance, largest sta- 
tions average 10 hours and 55 minutes 
on the air in the daytime, but their 
per cent of total revenue from this 
source is only 31.9, as compared to 
35.4 for smaller stations shown in the 
table. 

Among the larger and usually more 
prosperous stations there are few open- 
ings for nighttime sponsors, and new 
advertisers must be content with day 
segments. This has raised the daytime 
revenue on stations in the $501-$900 
Class A hourly rate group and in the 
$901-$1,500 hourly class. 
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Looking back at daytime program- 
ming in 1955 gives one a perspective 
of the continued increase in importance 
of this division of station revenue. As 
pointed out, the average gain for the 
past year in daytime revenue is 10 per 
cent. Generally, smaller stations are 
slightly under this average, and those 
that are larger slightly over it. 

That this trend is not an unbreak- 
able one can be noted on the table. 
Relatively large stations, those with 
an hourly rate of $901 to $1,500, 
showed gains in revenue from daytime 
business of less than the national 
average, or 9.6 per cent, while the 
largest stations increased this class of 
revenue more than 12 per cent. 


Increasing Audiences 


The increasing popularity of day- 
time is due not only to sold-out night 
segments and lower hourly rates but 
also to the increasing audiences which 
are available for sun-up to sundown 
programming. Studies made for the 
Television Bureau of Advertising re- 
veal some rather startling daytime- 
audience growth figures. 

According to a series of Nielsen 
surveys for TvB, the increase in num- 
ber of homes reached in 1956 by day- 
time programs was much greater than 
that shown for evening programs, al- 
though both enjoyed a healthy growth 
(see table 2). 





Weekday daytime programming 
reached 2.8 million homes in January 
1955. One year later the total number 
of homes had risen to 3.8 million. 
This January daytime figure was a 
high for this year and probably may 
be explained by special morning pro- 
grams that month. It dropped back in 
subsequent months, but morning and 
afternoon segments nevertheless main- 
tained a pace considerably ahead of 
evening programs. 

Month-by-month figures indicate the 
normal gradual decline in viewing from 
winter, through spring, and into sum- 
mer, but the January-through-August 
home-viewing totals for weekday day- 
time came to 2.7 million homes, a 21- 
per-cent gain over the January-through- 
August totals a year earlier when the 
number of homes came to only 2.2 
million. 

The weekend daytime growth was 
even more pronounced. January totals 
for 1955 were 4.3 million homes, while 
in 1956 these totals had risen to 5 
million. The averages for the January- 
through-August period came to 4.1 
million for 1956, as compared with 
3.3 million a year earlier. 

Evening figures show the January 
1956 tv-viewing homes as totaling 7.5 
million and those for 1955 for the 
same month 6.4 million. January- 
through-August averages in 1955 were 
5.8 million and in 1956 6.8 million, an 








increase of 18 per cent. 

This 18-per-cent gain in 
reached for evening programs can be 
compared with the 21-per-cent rise in 
weekday daytime shows and 23 per cent 
in weekend daytime—a revealing figure 
which indicates clearly the healthy 
growth of all daytime programming. 

Looking at these Nielsen compara- 
tive figures another way, the trend of 
ratings is also revealing. 

The weekday daytime programs in 
January 1955 showed an NTA rating of 
10.2, while a year later figures for the 
same month had risen to 12.2. January- 
through-August averages showed the 
NTA for the period for weekday day- 
time programs was 8.1 in 1955 and 
up to 8.5 in 1956. 

Weekend daytime programming had 


homes 


a January-through-August rating of 
13.6 in 1955, while in 1956 this rating 
had risen to 14.5. 

Evening programs also showed a 
gain, of course, with January-through- 
August averages of 20.8 last year and 
21.5 in 1956. 

Another revealing index which indi- 
cates the tremendous growth of day- 
time popularity is shown in cumula- 
tive usage figures which were compiled 
last spring for TvB (see table 3). 

In this sample week (March 4-10, 
1956) 14.5 million homes tuned in 
their tv sets between 6 and 9 a.m. 
Between 9 a.m. and noon 24.9 million 
watched tv. Between 12 noon and 3 
p-m. 28.1 million had sets on and be- 
tween 3 and 6 p.m. 31.3 million 
were watching. 


Table 2: Trend of Ratings. 1955 vs. 1956 


Nielson 


Evening: 
Jan 
Jan-Feb 
Jan-Mar 
Jan-Apr 
Jan-May 
Jan-June 
Jan-Jul 
Jan-Aug 


23.6 
23.9 
23.7 
23.3 
22.7 
22.1 
21.2 
20.8 


1955 


Homes ('000) 
Reached 


# of 
Progs. Vielsen 
6366 
6479 
6463 
6356 
6233 
6100 
5864 


29100 


145 
143 
141 
141 
139 
138 
137 
134 


24.2 
24.6 
24.5 
24.3 
23.7 
22.9 
22.1 


21.5 


The 6 a.m. to 6 p.m. period accumu- 
lated an audience of 32.4 million 
homes, or 92.2 per cent of all tele- 
vision-set owners. 

Evening watching was higher, of 
course, but so were the rates which 
stations charged advertisers for this 
choice time. The 6 to 9 p.m. segment 
attracted 33.7 million homes and the 9 
12 midnight segment 33.4 
million. The whole period from 6 p.m. 
to midnight claimed 33.7 million tv 
households, or 96 per cent of all tv 


p-m. to 


homes. 

Another important figure in such a 
study is the number of hours actually 
viewed per television home during the 
week under consideration. During the 
6 a.m. to 9 a.m. segment it was found 
that the average home viewed one hour 


1956 


Homes (°000) % 
Reached Change 


as o} 
Progs. 


7467 
7622 
7593 
7532 
7401 
7194 
6954 
6790 


137 
137 
137 
137 
136 
135 
134 
131 


+17 
+18 
+17 
+19 
+19 
+18 
+19 
+18 





Weekday Daytime: 
Jan 
Jan-Feb 
Jan-Mar 
Jan-Apr 
Jan-May 
Jan-June 
Jan-Jul 
Jan-Aug 





Weekend Daytime: 
Jan 
Jan-Feb 
Jan-Mar 
Jan-Apr 
Jan-May 
Jan-June 
Jan-Jul 
Jan-Aug 





Source: TvB, (Copyright 1956, A. C. Nielsen Company). 
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and 57 minutes during the week. From 
9 to 12 noon the average viewing time 
was four hours and 28 minutes. In 
the period from 12 noon to 3 p.m. 
viewing amounted to five hours and 20 
minutes, and between 3 and 6 p.m. it 
came to six hours and 25 minutes. 
Total cumulative viewing between 6 
a.m. and 6 p.m. in the average home 
amounted to the sizable total of 15 
hours and 9 minutes during the week 
under study. 

The night segments indicated com- 
parable total viewing hours. The 6 to 
9 p.m. segment attracted a total of 12 
hours and 32 minutes of viewing. Be- 
tween 9 p.m. and midnight the total 
came to 10 hours and 51 minutes. Total 
for the 6 p.m. to 12 midnight portion 
of the day embraced 23 hours and 17 
minutes for the average home during 
this sample week. 

One of the many advantages of day- 
time programming is the fact that it 
offers an opportunity for the business 


with a relatively small advertising 
budget to get its feet wet in television. 
A number of businesses which now 
invest substantial sums in tv began to 
get experience in the medium by buy- 
ing participations or announcements or 
even a daytime program. In most cases 
television has helped them grow to 
their present stature. 


Ideal for Local Merchant 


Stations have always found daytime 
segments ideal for interesting smaller 
local merchants in television. Every 
outlet has testimonials to the effective- 
ness of daytime programs for the rela- 
tively small local merchant. Here are 
a few typical examples: 

In Huntington, W. Va., John C. 
Beckwith, owner of the B&B Food 
Market, says: “. . . since becoming a 
sponsor of Coffee Time (WSAz-TV 
Huntington daytime program) we have 
had many . . . new customers . 
some from a radius of 50 miles or 


more, through the medium of this 
program.” 

Ike Zale, manager of the Fabric 

Center of Sioux City, says: “We attrib- 
ute our continuing phenomenal Necchi- 
Elna sales success in Siouxland to our 
daytime television show on KVTV. Fun 
to Sew (KvTV local program) has re- 
sulted in our winning two national 
sales contests sponsored by the manu- 
facturer.” 
_ In Missouri James R. Holt, owner 
of three shoe stores in smaller towns 
in the St. Joseph area, wrote KFEQ-TV 
St. Joseph: “I want to let you know 
how pleased we are with the response 
we got from our advertising on KFEQ- 
TV the past year.” 

In Rockford, Ill., John M. Powell, 
of Muller’s Dairy, tells wrex-Tv Rock- 
ford executives that the dairy’s pro- 
gram, Your Baby and You, “has proven 
itself in a number of ways. . . and it 
has done more to increase our home- 
delivery business than any other tv 


Table 3: Weekly Tv Cumulative Usage, March 4-10, 1956 


Homes reached 


percent 


6:00 am—9:00 am 


36.5 


Monday-Friday 


Hours and 
minutes per 


000 homes reached 





12,812 1:53 





9:00 am—12:00 n 


20,674 





6:00 am—12:00 n 





12:00 n—3:00 pm 


percent 


Sunday-Saturday 


Hours and 
minutes per 


Homes reached 
. homes reached 


000 











3:00 pm—6:00 pm 





12:00 n—6:00 pm 





6:00 am—6:00 pm 





6:00 pm—9:00 pm 





9:00 pm—12:00 m 


33,205 





6:00 pm—12:00 m 


33,661 





6:00 am—12:00 m 


33,766 


32,046 


32,362 


33,415 


33,696 





33,836 





24 hours 


33,766 


Source: TvB (Copyright 1956 by A. C. Nielsen Company). 


33,907 











advertising.” 

In the Tv AGE survey of daytime 
programming just completed, stations 
were asked which of the product 
groups were most important to them in 
their daytime schedule. Station execu- 
tives were nearly unanimous in select- 
ing the food group as number one. 
This result was to be expected, with 
food stores, dairies and bakeries all 
big daytime advertisers on television. 
(In its series of 19 product group 
success stories TV AGE has given scores 
of examples of daytime use of tv by 
the food group. Reprints are available 
of the articles on “Grocery Stores and 
Super Markets,” “Bakeries” 
“Dairies and Dairy Products.”) 

Runner-up to the food group in im- 
portance as daytime sponsors is the 
drug category. Most of this advertising 
is by national and regional distrib- 
utors, but there are exceptions. After 
the drug group comes the electrical- 
appliance advertisers, men’s and 
women’s ready-to-wear stores and the 
soap-and-cleanser advertisers. 

Ready-to-Wear Stores 

Men’s and women’s ready-to-wear 
stores are excellent examples of the 
local merchant who is attracted to 
television, but because of a limited 
budget seldom sponsors an evening 
program in the higher-priced Class 
AA and Class A time. Daytime pro- 
gramming not only gives him an op- 
portunity to use tv effectively but also 
offers a big audience of housewives, 
ideal prospects for his merchandising. 

After the first five daytime sponsors, 
named above, the next 10 product 
groups using television run nearly a 
dead heat in importance between the 
first and the last. They include, ac- 
cording to the station managers ques- 
tioned, gasoline and oil, public utilities, 
banks, furniture stores, beverage 
dealers, automobiles, services (beauty 
parlors, cleaners, laundries), depart- 
ment stores, cosmetics manufacturers 
and home-furnishings suppliers of 
various kinds. 


and 


These divisions are predominately 
local. Their success tends to further 
strengthen the argument for daytime 
television for smaller advertisers. 

Following these are a scattering of 
day-tv users which include almost 
every kind of local business from 
hardware stores to cemeteries, from 

(Continued on page 43) 


Table 4: Cumulative Television Listening, 
Average Day, Monday-Friday; March 5-9, 195 
by Age of Housewife 





























Average 
hours per homes 
reached 


Homes reached 
percent *000 








6am—9am 20.0 7,021 Al 
9am-12n 36.8 12,906 1:13 
6am-—12n 41.3 14,485 1:25 

w 12n-3pm 44.3 15,567 1:19 
) 3pm-—6pm 59.2 20,781 1:21 
12n-6pm 66.7 23,428 2:04 
6am—6pm 71.1 24,969 2:45 
6pm—9pm 85.4 29,985 1:59 
9pm-12m 82.7 29,009 1:46 
6pm-—12m 90.2 31,650 3:30 
6am—12m 92.5 32,452 5:32 





6am—9am 
9am-12n 
6am-—12n 
12n-3pm 
3pm-—6pm 
12n-6pm 
6am—6pm 
6pm—9pm 
9pm-12m 
6pm—12m 
6am—12m 


ge 02 88 sf 80 6s se se os Be ae 


6am—9am 
9am-12n 
6am—12n 
12n-3pm 
3pm-—6pm 
12n-6pm 
6am—6pm 
6pm—9pm 
9pm—12m 
6pm—12m 
6am-12m 


all all ele db. dean 








6am—9am 


9am-12n 31.0 2,753 57 
6am-12n 35.9 3,188 1:07 

12n-3pm 44.1 3,916 1:11 
3pm—6pm 49.8 4,422 1:15 

12n-6pm 59.9 5,319 1:55 
6am-—6pm 64.3 5,710 2:24 
6pm—9pm 82.5 7,326 1:51 
9pm-12m 79.2 7,033 1:41 
6pm-12m 3:15 


=. | Ages 35-49 Ages 16-34 Total U 


6am—12m 


Source: TvB (Copyright 1956, A. C. Nielsen Company). 
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* PATENTEES & SOLE MANUFACTURERS. 
PHILIP MORRIS & C° 
41 & 42, POLAND STREET. LONDON.W. 











Snake bracelet marks Philip Morris brand as tatoo identifies Marlboro. 











ne year ago this month, a little- 

known hillbilly hipster by the name 
of Elvis Presley was socking out a 
combination of rock ’n’ roll, mountain 
and moss-draped renditions from the 
stage of the Mosque Theatre in Rich- 
mond, Va. 

The song-and-swivel 
man was performing for the exclusive 
entertainment of Philip Morris Inc. 
employes and their families. The oc- 
featured Hank 
Snow and other hay-circuit notables, 


now-famous 


casion, which also 
was to mark the announcement of the 


company’s new profit-sharing plan. 
Between acts, company executives and 
directors appeared on stage to outline 
the good news. 

Obviously, the double-barreled im- 
pact of Elvis Presley and a share of 
earnings was a tremendous lift to em- 
ploye morale. 

But the lesson here is not in employe 
relations. It was several weeks after 
the Philip Morris festivities that RCA 
Victor and network television picked 
up the scent and inflicted Elvis on a 
hysterically receptive public. Alert 
from the executive ranks of 
Philip Morris were ‘way ahead of them. 


scouts 


In somewhat the same manner, this 
century-old name in tobacco is out in 
front of its industry with innovations 
in packaging, marketing and advertis- 


i a 
ing. 


Phillip Morris seems to have that 
alertness that someone along Madison 
Avenue has labeled “contemporanea,” 
a rather inscrutable coinage for ad 
row’s own lexicon which defines it as 
and 


“an awareness of happenings 


preferences, trends and _ tendencies, 
being in tune with the needs and wants 
and basic desires of the people.” 

Less encumbered circles call it. 
simply, “hip.” 

Now it might have been a sort of 
hound-dog instinct that 
Elvis in Meridian, Miss. No such in- 


fluence has been at work in the de- 


uncovered 


velopment of new brands that has 
evolved at Philip Morris in the last 
year and a half. 


Bright, Modern Colors 


In that relatively short time, PM 
has sent to market new Marlboros, new 
Philip Morris longs, new Parliaments 
and new Spuds. All are in the famous 
crush-proof box, and all are in bright, 
modern color combinations. 

The prime influence in putting the 
company in the vanguard of the in- 
dustry and in close touch with the 
public has been a thorough research 
program—a program that has covered 
several years and involved more than 
a half-dozen organizations. 

Then, too, there’s the stamp of ac- 
quired promotional shrewdness which 


has been handed down over the last 
70 years or so. PM’s first advertise- 
ment appeared in the Cigar & Tobacco 
World, an English 
oc 


889. And not a bad ad, either, using 
a famous Punch artist’s portrayal of a 


publication, in 


very progressive young woman smok- 
ing a cigaret. She was well ahead of 
the times. 

In its time, which was before 1920, 
“It's a 
cigaret,” may have been as catching 


the slogan, corking good 
and colloquial as “You get a lot to 
like in a Marlboro—filter, flavor, flip- 
top box.” 

Of course, PM’s advertising agencies 
for new brands—N. W. Ayer & Son 
(Philip Morris brand), Leo Burnett 
Co. (Marlboro), Ogilvy, Benson & 
Mather (Spud) and Benton & 
Bowles (Parliament)—have a good 
deal more to work with today than the 
promoters of the early Nineteen Hun- 
dreds when Philip Morris opened a 
New York office. Try, 


creating a tv spot for any of these 


if you will, 


brands, all of which were then current: 

Christian Comfort, Coffin Nail, 
Craps, Fire Cracker, Flew-De-Coop, 
Fruit, Freckled 
Gloomy Gus, High Cough, Liver Pills, 
Foot, Sour Grapes, 
Yentlemen, Yow Yow, Monsters and 
Ta-Ra-Ra-Boom-De-Aye 


sporting gent of the time could tell 


Forbidden Square, 


Yenuine 


Pigs 


(and any 


“Filter, flavor, flip-top box...” 





Philip Morris, 


an advertiser since 1889, 


sets a new pattern 


Crested by Pune Monais & Co.. Led, Inc. 


for tobacco marketing 


and manufacturing 































you where that last title came from). 

As early as 1919 an ad with the 
slogan that was to become a national 
byword through broadcasting was car- 
ried in an Engiish magazine. Under a 
picture of a page boy, who bore a 
close resemblance to PM’s living 
Johnny, the ad headline read: “Call 
for Philip Morris.” 

Actually, when agency head Milton 
Biow handed Johnny a 50-cent tip to 
unconsciously audition his famous call, 
he was on the search for just such a 
living slogan. There was neither flash- 
ing of light nor ringing of promotional 
bells in the Biow head when he sent 
Johnny’s B-flat Philip Morris call 
across the New Yorker Hotel’s lobby. 

But it was the call that, in combina- 
tion with the haunting On the Trail 
theme from Grand Canyon Suite by 
Ferdinand Randolph Von _ Grofé 


(Ferde Grofé to a listening nation), 


likely had been in the tobacco business 
since the 1850's. He originally im- 
ported, manufactured and sold cigars 
and pipe tobaccos and, in lesser 
quantities, hand-rolled cigarets that 
became famous through connoisseurs 
the world over. Early brand names 
were Philip Morris Blues, Ovals & 
Cambridge. 

After his death in 1873, the business 
changed hands and expanded many 
times over. But the name remained. 

In 1919, Philip Morris & Co. Ltd., 
Inc., was incorporated in the state of 
Virginia. It was the founding of the 
publicly-owned Philip Morris Inc. of 
today. 

The company, which moved into a 
top-volume position in the industry in 
the Thirties and early Forties, very 
nearly became a World War II 
casualty. The new brands and new 
look of today are a culmination of in- 























calculated to track public taste. 

There are those who will tell you 
that the really creative minds in the 
business sense the trends and tenden- 
cies underway in the consumer reaches 
long before motivation research re- 
sults are in. 

But Philip Morris takes no chances. 
Company president O. Parker Mc- 
Comas, a man who would rather watch 
England’s Old Vic players at New 
York’s Winter Garden than Elvis at 
Richmond’s Mosque (and does), has 
a quick rejoinder: “We don’t think 
100 Park Avenue is the seat of all 
wisdom.” 

That perhaps research is wisdom 
shows up in the company’s current 
sales records. For the first nine months 
this year, sales amounted to $240,462,- 
440. That’s 17.8 per cent increase over 
the same period of 55. 

Most of the increase so far is due 





Brand managers, 1. to r., Hugh Cullman, Jack Latham, president McC omas, Joe Cullman III, George Weisman (v. p. and ass’t. to president) 


and Ross Millhiser. 


zoomed Philip Morris English Blend 
into fourth place among brands in the 
country. 

The gentleman’s tobacconist of the 
19th century, Philip Morris, Esq.. 
could have had no notion that a com- 
poser, a page boy and an electronic 
wonder would be selling billions of 
cigarets bearing his name long after 
his death. 

The Philip Morris tobacco shop at 
22 New Bond Street, London, was 
opened in 1870. At the time, Philip 
Morris was 34 years old and most 
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dustrial resilience and ingenious ad- 
ministration that pulled PM through 
a precarious decline. 

Before the new look became ap- 
parent to the smoking public, there 
was the Elmo Roper research of 1953. 
Interviews were held with 10,000 
smokers regarding preferences in taste 
and packaging. And before any of the 
new brands went into general distri- 
bution, there was further testing at 
point-of-purchase with hidden cameras, 
one-way mirrors and PM representa- 
tives disguised as clerks—all of it 


to Marlboro, the company’s late entry 
in the popular-priced filter-tip field. 
Introduced in January 1955 (and pre- 
miering the crush-proof box), Marl- 
boro is now number one in filters in 
the New York metropolitan market 
(the nation’s largest for filter sales). 
Generally it’s among the top three filter 
brands in leader markets around the 
country. 

Before Philip Morris English Blend 
emerged in the Thirties, Marlboro was 
the company’s leading brand. It was 
the first American cigaret to make a 










































































direct pitch to women. The current 
masculine pitch that has given the 
brand its resurgent identification 
represents a complete change of sex. 

Backed mainly by saturation spot- 
television campaigns and newspaper 
ads, Marlboro premiered in Florida, 
moved west to California, then jumped 
to the eastern seaboard and fanned 
west again. 

In a talk to stockholders, Mr. Mc- 
Comas said, “In the first year we spent 
as much on Marlboro as we did in the 
first five years on the Philip Morris 
brand. However, we did achieve a 
rate of sales at the end of the first 
year that we did not reach for six 
years on the Philip Morris brand.” 

In September °55 Philip Morris 
regular in a new red, white and gold 
pack went into national sale overnight. 
But this second big move was made 
after two years of varied tests that in- 
volved five independent research or- 
ganizations: Elmo Roper & Associates ; 
Color Research Institute of Chicago; 
the design laboratory of Container 
Corp. of America; designer Egmont 
Arens, and the U. S. Printing & Litho- 
graph Co. laboratories. In addition, 
Philip Morris and the late Biow- 
Beirn-Toigo agency combined forces 
to field-test 5,000 packs. 


Package Promotion 


Behind the new package introduc- 
tion was a $1.5-million promotion cam- 
paign. It included 20-second and one- 
minute commercials on about 100 
television stations. So far, according 
to company reports, the regular PM’s 
are holding their own in the market, 
although sales of all non-filter cigarets 
are down. 

This year has marked the finale in 
the current program of new brands 
and packages. New Parliament was 
introduced in New England in April, 
has since spread through the country, 
region by region. Mentholated Spud 
opened on the west coast and in Alaska 
and Hawaii in July. It’s now national 
after completing its region-by-region 
introduction. 

The basic ad strategy for each 
brand send-off has been hard cam- 
paigning at the local level. In the last 
year (October °55 through October 
*56) Philip Morris has spent an esi- 
mated $6,621,000 in spot television 
alone, according to the Television 


Bureau of Advertising. This figure 
does not take into account a large part 
of the Marlboro campaign. Among 
spot-ty spenders, the company ranks 
in the top 10, is in fourth place for 
the third quarter this year. 

All this spot activity is one of the 
reasons, of course, for Philip Morris 
dropping / Love Lucy after four years 
of sponsorship. 

Now, says Mr. McComas, “The 
reasons for not using network have 
disappeared. We have been consider- 
ing some network shows, have our 
fingers crossed on one kinnie right 
now.” 

The company president is most 
likely thinking about some _ valid 
method of pre-testing the program 
when he adds, “I’ve heard some 
beautiful theories on why this one 
should be a good show.” 

The talk of a return to network is 
talk of the future, next year at least. 
And the president is also accounting 
the future when he says, “Color tele- 
vision is looming as more and more 
of an important factor in our lives 
and is sure to gather increasing mo- 
mentum in the next few years. The new 
Philip Morris package, with strong 
image and bright color combination, 
will certainly transmit better over tele- 
vision than our former packaging.” 

All of the new packages were re- 
searched and designed with an eye to 
color tv as well as to the trend to self- 
selection marketing (supermarkets and 
vending machines). 

Brand expansion and modernization 
at Philip Morris have come as crown- 
ing touches to an exciting two decades 
in company history. They are years 
that have seen spectacular success turn 
into decline; and a reversal, finally, of 
that decline. 

In 1938, after five years’ promotion, 
Philip Morris English Blend surpassed 
Old Gold and moved into fourth place 
among national brands. Old Gold had 
spent an estimated 28 cents a thousand 
cigarets in advertising. PM was spend- 
ing half of that. 

In the early Forties, PM’s major 
brand really took off. Sales topped 
17.5 billion cigarets in 1941. It was 
an advance of 5 billion over *40. They 
advanced another 5 billion in 1942, 
and by 1945 English Blend was up to 
32 billion. 


(Continued on page 47) 
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ELEVISION is proving itself ad- 

mirably adapted to the needs of 
the large utility or public-service com- 
pany faced with the necessity not only 
of selling its services but of getting 
the public to understand its problems 
as well. 

The success of tv advertising for 
individual corporations which are 
members of the American Gas As- 
sociation, as well as the timely as- 
sistance of executives of the Television 
Bureau of Advertising, made the as- 
sociation buy its own coast-to-coast 
network television program for 1957. 

The American Gas Association will 
sponsor Playhouse 90 on the CBS-TV 
network, alternate weeks beginning 
January 10. The purchase of the pro- 
gram was made possible by a success- 
ful fund-raising campaign, during 
which more than 200 utilities, manu- 
facturers and gas pipe-line companies 
raised $2.4 million. 

Lennen & Newell, agency for AGA, 
helped in the selection of the highly 
rated program. 

A little over a year ago, important 
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utility-company members of the Amer- 
ican Gas Association and of its execu- 
tive group became interested in the 
possibilities offered by television. This 
interest, generated in part by the 
success of some of their members with 
the medium, led to inquiries in ad- 
vertising circles which came to the 
attention of TvB. 


TvB Advised AGA 


That young organization was quick 
to respond. President Oliver Treyz of 
TvB put the case for television before 
executives of the association with such 
telling results that a committee was 
appointed to raise the money for a 
suitable nationwide television program 
to promote the use of gas and gas ap- 
pliances and to create good will for 
the public utilities, appliance manu- 
facturers and pipe-lines companies 
most interested in such a promotion. 

Frank H. Trembly, director of sales 
of the Philadelphia Gas Works, was 


chosen as chairman of the fund- 














Industry ready to 


Lr 


raising committee, partly because of 
that company’s successful television 
program, In Our Town, on WCAU-TV 
Philadelphia. That this faith in Mr. 
Trembly was well placed is evidenced 
by the-success of his fund-raising 
campaign. During the American Gas 
Association convention in Atlantic 
City in October Mr. Trembly received 
the AGA Service Award for his suc- 
cess in raising the $2.3 million. 

In 1956 the American Gas Associa- 
tion increased its print-media adver- 
tising budget from the $750,000 which 
it had spent in 1955 to $1.2 million. 
Executives of the association have said 
that the print expenditures will not be 
reduced in 1957 in spite of the heavy 
tv budget. 

Daniel M. Daley Jr., vice president 
and account executive, and Francis 
Barton, vice president and television- 
radio business manager, both of Len- 
nen & Newell, examined a number of 
likely television packages in their 
search for the “right kind of prestige 
show” for the association. 

Tentative plans call for the national 
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increase television spending to help merchandise its vital product 


program to have provision for local 
cut-ins of commercials to suit local 
situations. It is expected that the 
agency will prepare a bank of com- 
mercials to suit any type of appliance 
campaign which may be underway in 
any given locality. If a subscribing 
member wishes, his own local com- 
mercials may be used. 

The television campaign is intended 
as a spearhead of the extended ad- 
vertising program .which the AGA 
initiated with its increased print ap- 
propriation in 1956. 

Among the advertising campaigns 
which were used in 1956 and may be 
carried over into the 1957 drive are: 
a gas laundry promotion, featuring 
automatic gas water heaters and auto- 
matic gas clothes dryers in February 
and March; a spring range promotion 
in April and May; a refrigerator pro- 
motion in June and July; a commer- 
cial cooking promotion in September, 
October and November; an old-stove 
roundup from August through Oc- 
tober, and a holiday promotion in 
November and December. Campaigns 


with no specific timing include a Mrs. 
America contest that runs the year 
around, a house heating campaign, an 
air-conditioning program and an in- 
cineration drive. 

The national campaign is essentially 
the natural outgrowth of the successful 
tv campaigns which have been used in 
all parts of the country by members 
and non-members of the association. 
It is expected that these local cam- 
paigns will be continued. 


Typical Plans 


Following are some typical tele- 
vision advertising plans used by these 
utility companies. They are presented 
in alphabetical order. 

@ Laclede Gas Co., of St. Louis, 
has been unusually successful with the 
prestige programming which it has 
been presenting since 1950 over 
Ksp-Tv. Called Musical Showcase, the 
program has appeared each Sunday 
night over the station for the past six 
years. Judge Robert W. Otto, Laclede’s 
president, is particularly pleased with 
the institutional value of the prestige 


Louis has 
accepted the Laclede Gas Co. not only 


program. Says he: “St. 


as an institution serving the Greater 
St. Louis area, but as a part of St. 
Louis.” 

When the program was originally 
planned, the common thought of 
Laclede and its advertising agency, 
D’Arcy, was to find a show that would 
reflect the character of the utility— 
establish it as a citizen of the com- 
munity interested in its welfare. It 
was decided to offer quality music and 
to keep the sales pitch at a minimum. 


The first show Harry 


Farbman, assistant conductor and con- 


presented 


certmaster of the St. Louis Symphony, 
and a 16-piece orchestra, largely re- 
cruited from that organization. Frank 
Eschen, a St. Louis announcer, in- 
troduced the numbers which made up 
the concert. Since then, the orchestra 
has grown to 24 members, and this 
number is sometimes supplemented. 
Mr. Eschen and Mr. Farbman con- 
tinue in their respective places. Pat- 
terns for the shows change; sometimes 
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| Q in a series of product group success stories 












































What about 1960? 


Pulse survey gives tv some clues 


on how the voter is influenced by political conventions 


ow that the biggest political 
N show on earth is a matter of 
record, there remains just one big 
question—for television, at least. How 
will the networks cover the political 
conventions of four years hence? 

The reports of small audiences, ired 
and dyspeptic viewers (whose regular 
tv diets were upset) and long stretches 
of dead air in the politicking spectacu- 
lars. have the network folks thinking 
hard about a change in coverage for- 
mats. 

There’s some reassurance on the 
audience score, however, reflected in a 
special Pulse, Inc., study for TV AGE. 

In questioning a sample of 1,000 
New York viewers (500 men and 500 
women), Pulse finds that 80 per cent 
of the city’s tv audience saw a part of 
either the Democratic or Republican 
convention—not a bad slice of audi- 
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ence in an area where set-owners had 
four independent channels handy for 
ducking the political grinds. 
According to question 4a, the Dem- 
ocrats put on much the better show. 
Of the more than 50 per cent of the 
viewers who saw a part of both, better 
than 60 per cent found the Democrats 





QUESTION 1: “Do you remember 
how you voted in the 1952 
Presidential election?” 


Democrat 437 43.7% 
Republican 423 42.3 
Other 4 4 
Refused 38 3.8 
Didn’t vote 98 9.8 
Total 

respondents 1000 100 











more interesting. Thirty-five per cent 
favored the GOP, while under three 
per cent called it a toss-up. 

The biggest share of viewers favor- 
ing the Democrats did so because the 
Chicago show was “more exciting.” 
Close to 20 per cent of them, though, 
were “faithful Democrats.” A little 
over three per cent preferred the 
Demo speakers and 1.1 per cent found 
the convention more logical. 

The greatest share of viewers favor- 
ing the Republican convention—28.3 
per cent—counted themselves among 
the faithful. Another 26.3 per cent 
said they enjoyed the San Francisco 
confab because it was “very interest- 
ing.” Three-and-a-half per cent found 
it more truthful, a few said it was 
“nice and quiet” and a little more 
than 10 per cent just liked Ike. 

The Democrats also came off better 














QUESTION 2: “How do you expect to vote in the presidential election this 
time?” 

1952 Democrat 1952 Republican 1952 other total 
Democrat 321 735% 24 5.7% 38 27.1% 383 38.3% 
Republican 24 5.5 303 71.6 20 143 347 34.7 
Other —_-_ — — —_-_ — —_-_ — 
Undecided 91 20.8 96 22.7 63 45.0 250 25.0 
Will not vote 1 2 -- 19 13.6 20 32.0 
Total 
respondents 437 100 423 100 140 100 1000 100 








in the length of viewing. According 
to question 5a, nearly 60 per cent of 
those who saw both conventions 
watched more of the Democrats’ pow- 
wow. The Republicans were on view 
more for 27.6 per cent, while 13.4 
per cent saw about equal amounts of 
the two. 

There were 143 viewers out of the 
thousand queried who watched only 
the Democratic convention (question 
5b). Exclusive viewers for the Re- 


to be on. Another 11 per cent had a 
shrugging “no particular reason” for 
watching. More than 12 per cent 
looked in to see the President. 
Among the thousand viewers in the 
sample, 437 (43.7 per cent) voted 
Democratic in 1952 and 423 (42.3 
per cent) voted Republican. There 
were 38 who refused to say which way 
they voted, 98 who didn’t vote in °52, 
and four who voted for a third party. 
Apparently, at the time of the sur- 
vey both parties had lost votes. Of the 








QUESTION 3: “Did you watch any of the political convention programs on 


television in August?” 


1952 Democrat 1952 Republican 1952 other total 
Democrat only TZ 176% SS 130% 11 7.9% 143 14.3% 
Republican only 40 9.2 44 104 7. ae 92 91 
Both 248 56.7 239 56.5 79 56.4 566 56.6 
None 72 #165 85 20.1 43 30.7 200 20.0 
Total 
respondents 437 100 423 100 140 100 1000 100 














QUESTION 4a: (if watched both) “Which did you find more interesting?” 


1952 Democrat 1952 Republican 1952 other total 
Democrat 228 91.9% 75 314% 52 65.8% 355 62.7% 
Republican 19 7.7 152 63.6 27 34.2 198 35.0 
Neither ] | 12 5.0 —_-_ — 13 2.3 
Total who 
watched both 248 100 239 100 79 100 566 100 








publican sessions totaled 91. 

Most of the Demo-only viewers— 
26.6 per cent—were from the party 
fold. Most of the viewers who watched 
only the Republicans were also party 
faithfuls—34.1 per cent. 

Other outstanding reasons for 
watching only the Democratic con- 
vention were because it was more in- 
teresting, more of a contest, and 
because it just happened to be turned 
on. 

Twenty-five per cent of the viewers 
who watched only the Republican con- 
vention said they weren’t at home 
when the Democrats were on. More 
than 14 per cent said it was the only 
thing on, indicating that they are 
either ardent network fans or just 
haven’t discovered the independent 
channels. 

For three per cent of the GOP-only 
crowd, the convention just happened 


437 1952 Democrats, 321 said they 
planned to vote Democratic again. 
Twenty-four planned to swing to the 
Republican side, and 91 were still un- 
decided. 

Of the 423 Republicans of 1952, 
303 said they would repeat this year. 
Ninety-six were undecided, and 24 
were planning to go Democratic. 


(Continued on page 45) 








QUESTION 4b: “What is your reason for 


Democrat 

Better contest 55 15.5% 
More candidates 29 8.2 
More activity 45 12.7 
More exciting 83 23.4 
Better speakers 12 3.4 
Faithful Democrat 69 19.4 
More logical 4 1.1 
Republican was 

boring 11 3.1 
More interesting 36 =: 10.1 
No particular 

reason ll 3.1 


Total who 
Preferred Democrat 355 100 


this preference?” 


Republican 

Because of 

President 20 10.1% 
More conservative 3 126 
Nice and quiet 5 2.5 
Enjoyed climax 

of convention 4 2.0 
More truthful 7 85 
Faithful Republican 56 28.3 
Democrat 

was boring 9 4.5 
Because of 

candidates > 2.5 
Better speakers 7 3.5 
Very interesting 52 26.3 
No particular 

reason 8 4.0 
Total who 


preferred Republican 198 100 
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ix years ago in Dallas, two 23- 

year-old advertising men, artist 
Roddy Keitz and salesman Larry F. 
Herndon Jr., borrowed some money 
and bought a Bolex 16 mm camera and 
a small, home-type editor. With these 
and an animation stand which they 
had made themselves, mostly from sur- 
plus B-29 parts, the pair moved out 
of their tiny garage-studio into a cub- 
byhole in Dallas’ Jefferson Tower and 
began operating as producers of ani- 
mated commercials. 

Today the firm of Keitz & Herndon 
has its own air-conditioned studios, a 
full staff of artists, animators and 
photographers and is producing ani- 
mated tv commercials for such na- 
tional and regional accounts as Griese- 
dieck Beer, Tv Time Popcorn, Stand- 
ard Oil of Indiana, Banquet Frozen 
Foods, Red Ball Shoes, Greyhound Bus 
Lines, Dr. Pepper, Lone Star Beer, 
Dickies’ Work & Casual Clothes, Gladi- 
ola Biscuits, Dearborn Heaters and 
Air-Conditioners and Southern Union 
Gas. 


If there is a formula for the success 


of Keitz & Herndon, it is to be found 
in the ability of the two partners and 
their associates to compound youthful 
enthusiasm with mature awareness of 
the facts of television’s potential. 


Productions in Color 


For instance, ever since 1951 Keitz 
& Herndon has filmed at least 90 per 
cent of its productions in color as well 
as black-and-white. “We have done 
this,” explains partner and sales man- 
ager Herndon, “because we feel not 
only that our ‘trial and error’ color 
experience better prepares our clients 
for the use of color tv, but it also of- 
fers them a variety of other outlets for 
film. Some of these include 
showing the color films at sales and 
stockholder meetings, trade conven- 


color 


tions, company open houses and plant 
tours. A few clients supplement their 
black-and-white tv spots with color 
versions in drive-in and indoor thea- 
tres. One local account, Genell, Inc., 
residential developers, sponsors ani- 
mated color minutes both on tv and in 
theatres.” 





Another success-making policy re- 
cently instigated at Keitz & Herndon 
is a weekly series of film seminars for 
agencies and advertisers. The purpose 
of these meetings is to create greater 
compatibility among agency, client 
and producer. Each Friday afternoon 
agency and client representatives visit 
the studios to watch a demonstration 
of each step in the production of a film 
commercial. “These seminars provide 
our clients with a basic or refresher 
course in film production. And at the 
same time they result in an exchange 
of ideas which we find valuable,” part- 
ner and production manager Keitz 
points out. 

Still another Keitz & Herndon in- 
novation is a pre-testing service for 
commercials before actual production. 
Through an exclusive arrangement set 
up just a short time ago with South- 
west Research, Inc., Dallas, clients can 
have tests made through scientifically 
set-up consumer panels. In these tests, 
Keitz & Herndon supply the research- 
ers with slides or filmstrips, repro- 

(Continued on page 46) 


Animation, Texas-style 


Keitz & Herndon animators at work 









20-second animated spot 








Enthusiasm, skill 
help earn 
national accounts 
for youthful 
Keitz & Herndon 








Daytime (Continued from page 35) 


insurance salesmen to farm-equipment 
dealers. 

Daytime programming in most mar- 
kets offers a great opportunity for 
advertisers to reach particular groups 
in which they are interested. Many of 
the largest national spot and network 
advertisers choose daytime programs 
and announcements for this reason. 
Soap - and - detergent manufacturers, 
shoe makers and the big food com- 
panies have explored this daytime mar- 
ket to advantage. Dairies for the most 
part find after-school hours the best 
time to attract the biggest possible 
percentage of boy-and-girl viewers. 


Toy advertisers are another group 
which finds it possible to reach an ideal 
audience in the daytime. Those cater- 
ing to smaller children have done well 
with programs beamed at the little tots 
at an hour when their older brothers 
and sisters are still in school. The usual 
after-school hours prove best for bikes, 
catcher’s mitts, football helmets and 
other toys for older children. 

Housewives, the important custodian 
of the family dollar, are the goal of 
most daytime advertisers, particularly 
those in the “first five” mentioned 
earlier. Food, drug, appliance, soap and 
ready-to-wear dealers all beam their 
daytime commercial messages toward 
the lady of the house. 





Pulse 


All told, including those who didn’t 
vote in °52 and those who voted for a 
third party, there were 250 persons 
who indicated that they had not made 
up their minds. 


(Continued from page 43) 


It could be that the conventions 
stimulated interest in voting. While 
there were 98 persons—or nearly ten 
per cent of the sample—who did not 
voie in °52, there were only two per 
cent who said they were not going to 
vote this year. 





QUESTION 5a: “Which one did you watch more of?” 


1952 Democrat 1952 Republican 1952 other total 
Democrat 234 944% 42 17.6% 58 73.4% 334 59.0% 
Republican 2 8 148 61.9 6 76 156 27.6 
Neither 12 4.8 49 20.5 15 19.0 76 134 
Total who 
watched both 248 100 239 100 79 100 566 100 








telecast.?” 

Democrat 

More of a contest 17 +11.9% 
More interesting 23 175 
Faithful Democrat 38 =. 26.6 
Was interested 

in contest 13- 126 
Fed up with 

Republican regime 1 | 
Not home for 

Republican 

Convention 12 8.4 
Just happened 

to be on 20 = 14.0 
No particular 

reason 12 8.4 
Total who watched 

Democrat only 143 100 





QUESTION 5b: (if watched only one) “Why did you watch only the 
——————— convention telecast and not the ————————— 


convention 


Republican 

Faithful Republican 31 34.1% 
To see the President 11 12.1 
Not home for 

Democratic 

Convention 2 25 
Only thing on 

television 13 143 
Just happened 

to be on 3 3.3 
No particular 

reason 10—s:11.0 
Total who watched 

Republican only 91 100 








In order to give advertisers a more 
accurate index of the ages of the house- 
wives who watch daytime television, 
TvB has arranged a Nielsen study 
breaking down the audience by age 
group (see table 4). 

This study, divided into four day- 
time segments and two nighttime pe- 
riods, indicates that the largest amount 
of viewing is in homes where the 
housewife is between the ages of 16 and 
34. Since statistics show that the young 
family is a far bigger spender for food, 
clothing, home furnishings and other 
merchandise than the older family, 
this age group furnishes advertisers 
in these categories with an _ ideal 
audience. 

A closer look at the TvB statistics 
indicates that between 6 a.m. and 9 
a.m. the total U.S. homes reached is 
7 million, for an average family view- 
ing in an average day of 41 minutes. 
There are 2.5 million tv homes where 
the housewife is between 16 and 34. In 
these homes, average viewing during 
the early morning hours, when children 
are being prepared for school and hus- 
bands being got off to work, is 39 
minutes. Homes where the housewife 
is between 35 and 49 total 2.3 million, 
and the average viewing for this same 
period in the average day is 45 min- 
utes. Homes where the housewife is 50 
or over total 1.4 million, and viewing 
time is judged to be 42 minutes. 


Picture Changes 


But the picture changes in the 
period between 9 a.m. and noon when 
the total homes viewing reaches 12.9 
million and the average viewing per 
home is one hour and 13 minutes. In 
this period the 16-34 group watching 
tv totals 4.5 
viewed in hours and minutes is 1:29. 


million, and the time 
In the 35-49 age group the average 
number of viewing homes per average 
day for this hour is 4.4 million (almost 
the same), but the average hours 
viewed per home is down to 1:08, a 
full 21 minutes less than in the younger 
homes. In the 50-and-over age group 
2.8 million homes are viewing for an 
average of 57 minutes. 

From 12 to 3 p.m. total U.S. homes 
viewing is 15.6 million, for an average 
time of 1:19. In the 16-to-34 age group, 
with small children home from school 
and lunches to get, 4.6 million homes 


(Continued on page 46) 
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Daytime (Continued from page 45) 


are tuned in, for an average viewing 
time of 1:20. In homes where the house- 
wife is between 35 and 49 5.6 million 
sets are tuned on, for an average of 
1:21 hours, and in age-50-and-over 
homes a total of 3.9 million sets are on 
for 1:11 hours. 

In the 3 to 6 p.m. period youthful 
homes again lead in viewing. While 
total U.S. homes viewing reach 20.8 
million, for an average time of 1:21, 
16-34 homes number 5.9 million, for 
an average of one hour and 27 min- 
utes; 35-49 homes total 7.5 million, 
for an average of one hour and 23 
minutes, and over-50 homes total 4.4 
million, for an average of one hour and 
11 minutes. 

Checking back through these figures, 
it becomes apparent that the best day- 
time periods to catch the housewife 
between 16 and 34 at her tv set are 
those between 9 a.m. and noon and 
between 3 p.m. and 6 p.m. 

In a study of television-viewing 
habits last fall done especially for tv 
AGE by The Pulse Inc., of 1,000 women 
interviewed 522 said they watched day- 
time tv programs. Of this 522 some 
306, or 58.6 per cent, said they watched 
it five days a week. 
these further, 


Pursuing findings 
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Charlotte Color 


Television distributors report 
that there are now 625 color tele- 
vision receivers in the Charlotte, 
N. C., market area, it has been 
announced by wstv Charlotte. 
This is more than twice the num- 
ber of color sets that were re- 
ported in a similar survey in 
June. WBTV claims the distinc- 
tion of being the first station in 
the southeast to originate local 
live color telecasts. 











Pulse showed that 47.1 of these day- 
time viewers watched tv both night and 
morning, 40.1 per cent watched in the 
afternoon only and 12.8 per cent 
watched in the morning only. 

Since then this audience has con- 
tinued to grow, according to the TvB 
studies discussed here. Since this 
growth seems to be steadily increasing, 
it is quite possible that within a year 
or two the daytime market may be 
fully as valuable to the advertiser in 
new business, and to the station in 
revenue, as the shorter but earlier- 
established nighttime market. 





Tv School 


wBrRE-TV Wilkes-Barre is co- 
operating with the Wilkes-Barre 
school district in the use of ex- 
perimental television program- 
ming to teach science in the ele- 
mentary schools. Under the plan 
the station will program material 
prepared by the school’s televi- 
sion instructor Monday through 
Thursday (9-9:30 a.m.) with 
Monday and Wednesday devoted 
to programs for lower grades 
and Tuesday and Thursday for 
the higher grades. On alternate 
days the classroom teachers will 
give further instruction on the 
material shown on the tv the 
previous period. 

On Fridays the program will 
be devoted to a study of music 
and rhythmic games. Television 
sets for the elementary schools 
were furnished by Parent-Teach- 
er groups. 


Keitz (Continued from page 44) 
duced from storyboards, and a tape- 
recorded sound track. “By measuring 
the potential effectiveness of a client’s 
commercial,” Larry Herndon states, 
“we believe we are contributing a cer- 
tain amount of insurance to a highly 
creative business. 

“This is in keeping with our overall 
policy,” the firm’s sales manager con- 
tinues, “of giving the client more than 
he expects. By this we mean more im- 
pact, not more elements. In fact, we 
have constantly fought the battle of 
distracting elements. A bass fiddle in 
an orchestra, for instance, should be 
felt, not heard. By the same token, 
rear-screen projection, trick opticals, 
fancy animation and sound eflects 
should never be included merely for 
their own sake. You just’ can’t over- 
shadow the product benefit with gim- 
micks, no matter how clever they 
might be.” 

To maintain highest fidelity to this 
straightforward approach, when a film 
is in production both partners, to- 
gether with art director Tom Young, 
chief animator Bob Dalzell, as well as 
all members of the staff, act as a 
“board of criticism” and raise every 
possible objection to the film. 

The partners believe that this con- 
tinuous program of “oral self-criti- 
cism” makes them more fully conscious 
of the strengths and weaknesses of each 
production. 

“We've convinced our clients that 
they don’t have to go to the east or 
west coasts for quality animation,” 
Larry Herndon says with understand- 
able confidence. “It’s not the location 
of a producer that counts, it’s the com- 
bination of skills he applies to each 
and every production.” 
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But in 1946 company sales toppled. 
The firm had in 1944 purchased 
Axton-Fisher, a small tobacco com- 
pany with a large leaf inventory. The 
leaf supply replenished PM’s supply in 
the shortage years, and the company 
rushed full orders to distributors as 
soon as war-time quotas were lifted. 

It was an unfortunate move. Like 
all brands during the war years, 
Philip Morris had been stripped of the 
cellophane and foil that keep cigarets 
fresh and moist. Dealer shelves were 
stacked high with PM packages, but 
they contained cigarets that crackled 
to the match. 

It was a time when smokers who had 
queued up to get any available cigarets 
were re-adjusting to old brand loyal- 
ties. PM sales dropped nearly 7 bil- 
lion in 46 from the record high of °45. 

Philip Morris common stock had 
started 1946 at 71. It ended the year 
at 3314. 

It was clearly a time for re-appraisal, 
and the rejuvenation that exhibits so 
well today got underway in 1947. 
First, there was a recall of stale ciga- 
rets. 


McComas Next Step 


The second and most important step 
in PM’s rejuvenation was the hiring 
of O. Parker McComas as vice pres- 
ident. An advisory company, Lehman 
Bros., had been telling management 
that what was most needed was an ad- 
ministrator with expert financial judg- 
ment. Mr. McComas joined the com- 
pany in October 1946 at a salary of 
$75,000 a year. 

The figure was a considerable in- 
crease over the $600 a year he had 
been offered in 1917. That was the 
year he finished Princeton University 
with a Master’s degree. The $600-a- 
year offer was for a teaching fellow- 
ship at an English school—room and 
board not included. Mr. McComas 
settled for army pay and World War I 
service. He emerged with a token 
bonus—the Silver Star. 

Still, today, as an associate says, 
“There’s a man who would rather be a 
college professor than anything else 
in the world.” 

When he joined Philip Morris, Mr. 
McComas had been since 1937 vice 
president in charge of the foreign and 


Philip Morris Network Television Shows 


Television shows sponsored by 
Philip Morris Inc. during the last six 
years: 


1950—The Herb Shriner show; Ruthie 
on the Telephone; Dizzy Dean (before 
and after Yankee home baseball 
games); Philip Morris Night with 
Horace Heidt; Candid Camera with 
Allen Funt; Truth or Consequences 
with Ralph Edwards. 


1951—Philip Morris Night; Truth or 
Consequences; Racket Squad; Yankee 
Pre-View with Dizzy Dean; | Love 
Lucy. 


1952—I Love Lucy; Racket Squad; 
Yankee Pre-View with Joe DiMaggio; 
My Little Margie; My Hero with 
Robert Cummings. 

1953—I Love Lucy; My Little Margie; 
My Hero; So You Want to Lead a 
Band with Sammy Kaye; Bonino, the 
Ezio Pinza show; The Telltale Clue: 
Pentagon, USA; Public Defender. 
1954—I Love Lucy; Public Defender ; 
The Telltale Clue. 

1955—Susan Adams and Kitchen 
Fare; I Love Lucy, dropped June 28. 
Heavy spot campaign started for send- 
off of new brands. 





commercial banking departments of 
Bankers Trust Co. His career as a 
banker had started in 1920 as a for- 
eign-exchange trader with Sutro Bros. 
Three years later he was a bond trader 
with another brokerage house, and 
after five years there he joined Bankers 
Trust. He was successively vice presi- 
dent of the Paris office and of the 





Young Expands 


Young Television Corp. and 
Adam Young Inc., tv and radio 
representatives, have moved to 
large offices in the Prudential 
Building in Chicago. 

At the same time William J. 
Reilly, a veteran of nine years 
with the or- 
ganization, 
has been 
named vice 
president in 
charge of 
Chicago op- 
erations. 

J. Taggart 
Simler has 
been made 





midwestern sales manager of 
Young Television. A former sta- 
tion sales executive with WJAC-TV 
Johnstown and Kstp-Tv Minne- 
apolis, he has been with Young 
for four years. 

William F. Sanford has joined 
Young Television in Chicago as 
a sales executive. 











foreign department in New York. 

At the time he joined Philip Morris 
there were several other industrial 
firms in a variety of fields anxious for 
his services. But, as he later com- 
mented, “The remarkable development 
of Philip Morris, the reconstruction 
challenge it represented and its un- 
developed potentials were most invit- 
ing.” 

He admitted when he took on the 
job that he knew nothing about to- 
bacco, except that he thought Camels 
were a pretty good cigaret. Inveterate 
salesman (and then president) Alfred 
Lyon, who is said to have made PM 
converts out of folks in the next cab 
at a stop light, confronted the new vice 
president with a pack of English Blend 
and made yet another convert. 

The McComas 
forms included the hiring of vigorous 
and imaginative young lieutenants, a 
clear delegation of divisional author- 


administrative re- 


ity, close liaison between all depart- 
ments and a modernized record system. 
It was a long-range plan which shows 
up clearly today in the brand man- 
ager-brand ad manager teams that are 
unique in the tobacco industry. 
The new vice president also set up 
a $3.5-million budget for moderniza- 
tion of the company’s two U. S. plants 
at Richmond and Louisville. His pen- 
chant for testing had early proof: 
aptitude tests, designed by psychol- 
ogists, were applied to the staff and 
new personnel. This particular reform 
made a vast change in the high turn- 
over of salesmen each year. 
The new order of things was dis- 
(Continued on page 49) 
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The account executive has taken 
a “rough cut” at media selection 
for a new campaign « he and the 
media director sit down to refine 
the list ¢ your medium is questioned « 
they reopen the account man’s copy 
of Standard Rate... and if you 


have a Service-Ad near your listing 
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For the full story on the values 1,161 media get from their 
Service-Ads, see Standard Rate’s own Service-Ad in the 
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Service-Salesman. 





N. Y. C.—Murray Hill 9-6620 + CHI.—Hollycourt 5-2400 + L. A.—Dunkirk 2-8576 


Note: According to a study of SRDS use made by National Analysts, 


Inc., 87% of all account men interviewed make use of one or more of 
the SRDS publications. 
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PM 


played to the business world in the 
annual stockholders report of 1947. 
Visually it was a dazzler, a flashy show 
of confidence. Following another Mc- 
Comas order of the day, the report 
gave a detailed accounting of the com- 
pany’s financial status. 

Still, corporate sales had not re- 
couped in “47. At the lowest point 
since 1942, they dropped to about 25 
billion. 

Pay-off on McComas reforms came 
in 1948. Financial position of the 
company was the strongest in its his- 
tory. It was the year the company 
spent $8.5 million in advertising, high- 
est in the industry in proportion to 
sales. 

In fiscal “48-49 the company’s an- 
nual report announced a remarkable 
gain of $57 million over the preceding 
period. 


(Continued from page 47) 


Television Pioneer 


And in 1949, the company became 
one of the industry’s pioneers in an 
exciting new medium—television. The 
show was Tex and Jinx Preview. It 
lasted half a year and managed to stir 
the widest disinterest. 

Allen Funt’s Candid Camera was the 
replacement. During the commercial 
the lens was regularly focused on the 
nose test. 

It was also the year—on June 1— 
that O. Parker McComas became pres- 
ident. He was the company’s chief 
administrative officer. 

In the years since, Philip Morris has 
stepped out audaciously into the chang- 
ing marketing patterns of the industry. 
The shifting scene has resulted from 
increased costs, longer cigarets, new 
forms of retailing (notably self-selec- 
tion) , innovations in packaging, elastic 
brand loyalties, a health scare with 
an attendant major defection in 
smoker ranks, a consequent interest in 
filter smokes and, inevitably and 
thankfully, a reform in advertising. 
On the latter score, hard sell has hit 
the road to limbo to be replaced by 
soothing pitches built around relaxa- 
tion, boy-girl companionship, mascu- 
linity, etc——some of them offered up 
even with a dash of whimsy. 

In 1950, Philip Morris issued 2 
million shares of common stock (seven 
per cent of them bought by schools 


and institutions). The new issue 
bulged the coffers by $29 million and 
made way for the new brands, new 
packages, new advertising of today. 

Says president McComas, “I think 
the competition is going to follow us, 
and that will give us problems.” 





Hoobert Heever 


Jack Whitaker, sports com- 
mentator for wcavu-Tv Philadel- 
phia who is on the air from 11:15 
to 11:25 p.m. Monday through 
Friday, delivers his own com- 
mercials. The other night, while 
showing how easy the paint roll- 
ed on over wallpaper, Jack’s line 
was “Felton-Sibley Deko wall 
paint dries to a hard, durable 
finish.” But how did it come out? 
Simply, Felton-Sibley Deko wall 
paint dries to a horrible finish 
...” That was the signal for the 
studio—cameramen, technicians, 
everyone—to break up. It was 
several seconds before Whitaker 
could restore order and compose 
himself. And the blooper turned 
out to be the theme of the pro- 
gram. Robin Roberts, the Phillies’ 
ace righthander, was guest. When 
Mr. Whitaker asked him: “What 
did you think of the World 


Series?” his answer was: “It 





certainly had a horrible finish.” 

But in spite of the kidding Mr. 
Whitaker and station executives 
were disturbed about what the re- 
action might be, until the mail be- 
gan to arrive. Not one card or 
letter took Jack to task. All were 
agreed that the “delightful slip” 
made for an amusing show. Many 
wrote of going out to buy the 
Felton-Sibley paint because of it. 
One writer pointed out: “I'll for- 
ever remember that Deko wall 
paint dries to a hard, durable 
finish.” 

The sponsors were quick to 
confirm the favorable reaction. 
Horace S. Felton Jr., advertising 
manager of the paint firm, said: 
“Our sales over the week-end 
were better than average, and we 
never saw so many happy cus- 
tomers. They all were smiling 
and chuckling.” 











PM’s chief executive has put it 
mildly. Reportedly, every other major 
manufacturer has on order the ma- 
chines that turn out the crush-proof 
box. L&M’s in the new package are 
already testing in a few markets. 

There are hints and _ indications 
around the offices at 100 Park Avenue 
that suggest innovations to come. 

What’s next at Philip Morris? 

The answer to that one would be 
gratefully received in conference cham- 
bers elsewhere in the industry. 





WHAT'S THE 
BEST SOURCE 


... for a listing of the top 200 
tv spot advertisers, their budg- 
ets, ad managers, agency con- 
tacts, methods of expenditure? 
This will be in the new 


Television Age 


1957 YEARBOOK 


- « « now in production 
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Gas 


pop music is presented, sometimes 
the works of one composer, and some- 
times music of a particular mood or 
nationality. When needed, nationally 
known soloists are brought into the 
city for the program. Jazz concerts 
have been offered on occasion. 

Commercials are carefully prepared 
and are casually delivered by an at- 
tractive young housewife. No prices 
or brands are mentioned. Listeners 
are simply invited to try the advan- 
tages of gas in its various uses. When 
Christmas-carol books and cookbooks 
were offered at Christmas 5,000 of 
each—the entire stock—were snapped 
up almost immediately. 

The show appears throughout the 
fall, winter and spring and is sus- 
pended in the summer. 

@ Metropolitan Utilities District, of 
Omaha, which furnishes both water 
and gas to the area, uses both KMTV 
and wow-tv Omaha. The company 
sponsors the Sunday evening news 
(10-10:15 p.m.) on wow-Tv and par- 
ticipations Monday through Friday on 
Connie’s Kitchen on the same station. 
Special promotions on ranges, re- 
frigerators and other kitchen-and- 
home equipment is advertised. Bozell 


(Continued from page 41) 


WNCT PRIMARY CBS AFF 


Greenyille, N. C. 


316,000 watts full time 
A. Hartwell Campbell, Gen. Mgr. 
George P. Hollingbery Co., Nat'l Rep. 
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Frank H. Trembly (left), director of 
sales of the Philadelphia Gas Works, 
receives a Service Award from the 
American Gas Association for his work 
as chairman of the National Gas Indus- 
try Television Committee. The group 
raised $2.3 million with which AGA 
will sponsor Playhouse 90 on CBS-TV 
in 1957. The Philadelphia Gas Works 
is an important sponsor on WCAU-TV 


Philadelphia. 


& Jacobs is the advertising agency, 
with John Bozell the account execu- 
tive. Bill Bell and Harold Roll handle 
the advertising for the utility. 

Metropolitan Utilities District plans 
to increase its television budget in 
1957 to include sole sponsorship of 
Million Dollar Movie on wow-tv. 

@ Ohio Fuel Gas Co., of Columbus, 
has been a consistent buyer of tele- 
vision on WBNS-Ty for the past seven 
years. Not only has the firm been 
steady in its use of tv, but it has con- 
tinued with the same program, a 15- 
minute daily newscast, for the entire 
period. 


Started with WBNS-TV 


Ohio Fuel Gas decided to enter tv 
as soon aS WBNS-TV went on the air. It 
had been sponsor of a successful radio 
newscast featuring Chet Long, an ex- 
perienced news and radio reporter. 
The tv program, Looking with Long, 
was placed in the 6:45-7 p.m. slot with 
success from the first. 

The company, in its commercials, 
stresses community service, and Chet 
Long is a leader in this field in his 
private life as well as on the program. 
In 1951 he was selected by the Junior 
Chamber of Commerce for its Dis- 
tinguished Service Award, and he has 


received honors and 
awards. 

Much of the news program is on 
film prepared by the wsns-tv film de- 
partment. 

Ohio Fuel Co. also uses television 
advertising on wsPpD-Ty Toledo and 
wuHiz-Tv Zanesville. 

®@ The Oklahoma Gas & Electric 
Co., utility in both the fuel and power 
fields in the Oklahoma area, has found 
the NBC Film Sales syndication 
Crunch and Des effective on KWTV 
Oklahoma City. The company also 
likes its Weather show each weekday 
night on wky-Tv Oklahoma City. 

@ Oklahoma Natural Gas, of Okla- 
homa City, sponsors Harry Volkman, 
Weatherman on KwTv Oklahoma City, 
as well as a schedule of spot announce- 
ments. 

@ The Philadelphia Gas Works 
serves some 563,000 customers within 
the Philadelphia city limits and had a 
gross business last year of over $49 
million. 


many other 


Began Tv in 1951 


The company began the use of tele- 
vision in 1951. It experimented with 
several types of programs with vary- 
ing success. Some of its television at- 
tempts proved expensive, with cost per 
thousand running around $7.50. But 
17 months ago it hit on its present 
successful format, Earl Selby’s Jn Our 
Town on wcau-Tv. It has reduced cost 
per thousand to a figure as low as 
65c. 

In Our Town is a five-minute strip 
(6:40-6:45 p.m., Mon. thru Fri.). 
Earl Selby, who conducts the program, 
is a featured columnist for the Phila- 
delphia Evening Bulletin, and his tv 
program is an adaptation of his col- 
umn. It features Mr. Selby and staff 
and introduces some unusual prob- 
lems, and guests, as well as important 
community events and news issues. 

Time magazine said of the pro- 
gram: “Blond, crew-cut Earl Selby, 
37, sometimes uses his five minutes to 
point up some civic horror, as when 
he appeared unshaven and in tattered 
clothes to talk about Skid Row and 
what it costs the city—$650,000 in re- 
lief and a high incidence of tubercu- 
losis. Another time, discussing trees, he 
wore a lumberjack’s hat and carried 
an ax. More often he simply helps 
people get what they want.” 








Philadelphia Gas Works is well 
pleased with results. Says sales direc- 
tor Frank Trembly: “The show has 
been effective in presenting to the 
Philadelphia public the advantages of 
gas appliances through visual demon- 
strations and strong commercials. Due 
to the nature of the show, it permits 
a diversity of products to be promoted 
in a single week and also permits 
PGW to keep the commercials on this 
show in line with current sales activi- 
ties. 


“W orthwhile” Program 


“From surveys that the company 
has made independently,” Mr. Trembly 
continues, “as well as the reports of 
commercial agencies, we believe the 
show has been worthwhile from the 
standpoint of reaching a large number 
of customers at a relatively low cost.” 

In addition to promoting the use of 
gas, the company uses the program on 
a cooperative basis to advertise gas- 
appliance manufacturers in the area. 
Currently Crane Co., through its Phil- 
adelphia factory office, is co-sponsoring 
a 14-week period of the program for 
its line of Sunnyday Gas heating prod- 
ucts. Crane reports the most successful 
sales record in history. A number of 
new dealer accounts have been opened. 

Caloric, manufacturer of gas ranges, 
co-sponsored a 13-week period of the 
program in the spring and has 
requested the first opportunity to 
co-sponsor again. Victor Klein, ad- 
vertising manager of Caloric, says of 
the first segment: “The results in sales 
of thermostatically controlled top 
burners was indeed most gratify- 
ing . . .” Other co-sponsors have been 
enthusiastic. 


30 Per Cent in Tv 


Philadelphia Gas advertising budget 
totals $375,000 a year, with about 30 
per cent going into television, all on 
wcau-tv. W. S. Roberts Advertising 
is the agency, with Franklin S. Roberts 
account executive. John F. Short is 
the utility-company advertising and 
promotion manager. 

Mr. Roberts says: “Our association 
with the Philadelphia Gas Works be- 
gan slightly over two years ago when 
we proposed a television campaign 
that would serve as a selling, merchan- 
dising and good-will vehicle for the 
utility. Jn Our Town and strip pro- 


gramming were created by our agency 
to accomplish this goal. . . . And sales 
speak for themselves.” 

@ Pioneer Natural Gas Co., of 
Amarillo, has been using from five to 
eight spot announcements a week on 
KFDA-TV Amarillo for the past year. 
Commercials point out the advantages 
of natural gas over other forms of 
fuel. 


Heavy Tv User 


@ Southern California Gas Co., of 
Los Angeles, uses a large television 
schedule on a number of Los Angeles 
stations. A schedule of spot announce- 
ments, both day and night, is carried 





J : 


Earl Selby recently discussed the expansion of Philadelphia’s International Airport 


budget will allow a small amount to 
radio, with newspaper and television 
splitting the bulk of the allocation. 

Southern Union also uses KROD-TV 
El Paso for institutional promotion. 

@ The United Fuel Gas Co., of 
Charleston, W. Va., uses both wsAz-Tv 
in Huntington and wcus-tv in Charles- 
ton. 

On wcus-Tv the firm uses 10 spots 
a week, five participations on a cook- 
ing show and five following the 6:45 
p-m. news program Monday through 
Friday. All spots are live. A gas 
clothes dryer, which has been a slow 
seller with most dealers in the area, 


was recently featured for a 30-day 


on his program In Our Town on weau-tv Philadelphia. It is sponsored by the 


Philadelphia Gas Works. 


on KTLA Los Angeles. A recent cam- 
paign promoted the sale of Servel 
appliances. A 30-minute daytime pro- 
gram, Milady, is also sponsored on the 
station. A schedule of announcements 
is used on Kkcop. A CBS Film Sales 
syndication, Under the Sun, appears 
in a night segment on KNXxT. Day and 
night announcements are used on 
KRCA, 

@ Southern Union Gas Co., of 
Austin, believes that television and 
radio have done a fine job in selling 
the public on the advantages of using 
gas appliances. 

The company uses regular partici- 
pations three times a week on KTBC- 
tv's locally produced program, Katie’s 
Kitchen (4-4:30 p.m., Mon. thru Fri.). 
S. M. Apperson, district sales manager 
of Southern Union, says next year’s 


period with excellent results. 

On wsaz-tv Huntington United Fuel 
sponsors the 30-minute syndicated 
Dione Lucas Cooking Show, which is 
distributed by Modell Tv Productions. 
They also place a schedule of an- 
nouncements with the station. 

@ The United Gas Co., large dis- 
tributor of fuel in Texas and Louisiana, 
has found television effective as a 
good-will builder for the utility. Cur- 
rently it is sponsoring Count of Monte 
Cristo, 30-minute syndicated series 
distributed by Television Programs of 
America. Stations carrying the pro- 
gram include KPLc-Tv Lake Charles, 
KNOE-TV Monroe, wBRz Baton Rouge 
and KSLA-TV Shreveport, all in Louisi- 
ana. In Texas the program is on KFDM- 
tv Beaumont, KTRE-TV Lufkin, WOAI-TV 
San Antonio and KLTv Tyler. 
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BELL & HOWELL VIDICON PROJECTORS 


Versatile Programming... lLow Initial Cost 


Originally produced to meet 
rigid JAN (Joint Army-Navy) 
specifications, this Bell & 
Howell projector is noted for 
its ruggedness, trouble-free 
performance, simplicity and 
ease of servicing. It includes 
the following special features: 
Optical and magnetic sound 
reproduction e Fixed-axis 
framing « Easy threading 
Built-in loop setter e For- 
ward and reverse « Operating 
hour meter « Single-phase 
operation eSGOO-ohm balanced 
line output. 
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As an integral part of Vidicon film chains, this new 16mm 
Bell & Howell projector provides many unique advan- 
tages. For example, you get complete manual control, 
plus connection for remote control. At the push of a 
button, you can change from picture and sound on one 
projector to the same set-up on the other. 

This Bell & Howell projector also conforms to pro- 
posed new ASA standards for placement of magnetic 
sound. All in all, the full potential of versatile program- 
ming is in direct proportion to the creativeness of your 
production people. 

Talk to your Systems Supplier soon. His quotation 
will be a pleasant surprise. Or write for specifications on 
Design 614 CVBM projector. Bell & Howell, 7138 


McCormick Road, Chicago 45, IIl. 





FINER PRODUCTS THROUGH IMMAGINATION 


Belles Howell 








Film Sales 





roducer Hal Roach Jr. made a 

few provocative observations in a 
speech recently concerning the future 
of television film. 

For one thing, Mr. Roach believes 
that future tv-program buying will 
become very much like buying maga- 
zine and.newspaper space. He pointed 
out the growing emphasis by adver- 
tisers on a form of “guaranteed audi- 
ence circulation.” If the cost-per-thou- 
sand is to be the advertiser’s measuring 
stick, the producer remarked, the in- 
dustry must develop a diversity and 
flexibility in its programming which 
will meet this “air circulation” re- 
quirement. 

“This would result,” Mr. Roach 
said, “in a programming concept in 
which a film producer would be allo- 
cated blocks of air time for which he 
would create programs designed to 
meet advertisers’ and viewers’ desires. 
In this respect, the tv producer, or 
house producer, would be akin to the 
printed media’s editorial staff, who 
determine what their readers want and 
design their publications accordingly.” 


Costs to Increase 


Mr. Roach also commented on pro- 
gram costs. He observed that they will 
continue to rise, and suggested that 
one reason was that audiences are 
becoming more and more discriminat- 
ing and are demanding higher-quality 
entertainment. “However.” he de- 
clared, “advertisers will continue to 
foot the bill for increased program 
costs through an extension of the mul- 
tiple sponsorship structure.” 

These developments, Mr. Roach pre- 
dicted, will further the growing trend 
among sponsors in seeking mass ex- 
posure, rather than pinpointing their 
message on one program, one network 
or one star. 


Syndicated Film 


ATLANTIC TELEVISION CORP. 
Champion Package 


woop-tv Grand Rapids; wrec-tv Memphis; 
writ-tv Philadelphia; Kpwi-tv Tucson; 
wsrE-tvy Wilkes-Barre. 

55/56 Package 


KRLD-Tv Dallas; woon-tv Grand Rapids; 





On the beach in NBC Television’s 
Crunch & Des 


KDWI-TV Tucson. 
Million Dollar Package 


wkJc-tv Ft. Wayne. 


NBC TELEVISION FILMS 

Badge 714 

Atlanta; Bakersfield; Baltimore; Detroit; 
Denver; Erie; Eugene; Eureka; Little 
Rock; San Jose; South Bend; Tulsa; 
Watertown; Wausau. 

Captured 

Hattiesburg, Miss. 

Crunch & Des 

Duluth; Macon; Philadelphia; Quincy; 
Sweetwater, Tex. 

Dangerous Assignment 

Buffalo; Butte; Honolulu; New York; Nor- 
folk; Tulsa. 

Adventures of the Falcon 

Boston; Buffalo; Butte; Meridian; Oak 
Hill, W. Va.; Shreveport; Toledo. 
Frontier 

Ada; Amarillo; Bakersfield; Baton Rouge; 
Chico; Colorado; Denver; Eugene; Fort 
Wayne; Grand Junction; Las Vegas; 
Meridian; Miami; Montgomery; Oklahoma 
City; Phoenix; Pittsburgh; Pueblo; Sacra- 
mento; Salt Lake City; Tucson. 

The Great Gildersleeve 

Boston; Butte; Lufkin; Miami; Norfolk; 
Roanoke; Tallahassee. 

Hopalong Cassidy 

Amarillo; Johnson City. 

Inner Sanctum 

Los Angeles; Tulsa. 

Life of Riley 

Albuquerque; El Paso; Honolulu. 
Paragon Playhouse 

Baltimore; Washington. 

Steve Donovan, Western Marshal 
Bakersfield; Boston; Champaign; Chicago; 
Chico; Eugene; Fresno; Los Angeles; Port- 
land, Ore.; Rockford, Ill; St. Joseph; 





Ye 


ea a * \ “ -< . 
Putting on the heat in RKO Televi- 


sion’s Uncommon Valor 


Salinas; San Diego; San Francisco; Santa 
Barbara; Seattle; Shreveport; Stockton; 
Syracuse; Yakima. 


Victory at Sea 
Butte; Indianapolis; Syracuse; Tallahassee. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


Sheriff of Cochise 

KTEN Ada; KeRro-tv Bakersfield, Cal.; Kvos- 
tv Bellingham, Wash.; wetv Charlotte, N. C.; 
wFaa-Tv Dallas; kcmsB-tv Honolulu; KPpRc-TV 
Houston; wHTN-Tv Huntington, W. Va.; Kip- 
tv Idaho Falls; wyac-tv Johnstown; KARK-TV 
Little Rock; Kcsp-ty Lubbock; wesu-Tv 
Portland, Me.; KcRA-tv Sacramento; KONO- 
tv San Antonio; KRON-TvV San Francisco; 
Kvoo-tv Tulsa; KHTV Twin Falls; were-tv 
Wilkes-Barre. 

TNT Package 

wsw-tv Cleveland; wrvw Evansville, Ind.; 
WDAM-TV Hattiesburg, Miss.; KtTvx Musko- 
gee, Okla.; KpKA-tv Pittsburgh; wsau-tv 
Wausau, Wis. 

20th Century-Fox Packege 

KTEN Ada; KFDM-Tv Beaumont, Tex.; WBTV 
Charlotte, N. C.; wraa-tv Dallas; wtrvw 
Evansville; wpamM-ty Hattiesburg, Miss.; 
wWATE-Tv Knoxville; weco-rv Minneapolis; 
KDKA-TV Pittsburgh; wsst-tv South Bend; 
wsau-tv Wausau; KFDx-tv Wichita Falls. 


RKO TELEVISION, DIVISION 
OF RKO TELERADIO 
PICTURES, INC. 


Gangbusters 

KLAS-TvY Las Vegas. 

Greatest Drama 

KFBB-Tv Great Falls, First Federal Savings 
& Loan. 

17 Features 

KFSA-TV Ft. Smith; wsva-tv Harrisonburg, 
Va. 

27 Features 

WBLN-TV Bloomington, IIl., General Electric 
Co. & National Bank; xrsa-tv Ft. Smith; 
wsva-Tv Harrisonburg, Va.; witk-tv Wilkes- 
Barre, Republic Window & Door Co. 


Uncommon Valor 
KTTs-Tv Springfield, Mo. 


WALTER SCHWIMMER CO. 
It’s Baby Time 


waFs-Tv Baton Rouge; wrik-tv Evansville; 
WSEE-TV Erie; wcms-tv Harrisburg; KDUB-TV 
Lubbock. 


Eddy Arnold Time 


S.S.S. Tonic is sponsoring in following 
markets: KTEN Ada; wiw-a Atlanta; WAIM- 
tv Anderson, S. C.; wrow-tv Augusta; 
KTBc-TvV Austin; WAFB-TV Baton Rouge; 
wesc-tv Charleston, S. C.; wpak-tv Co- 
lumbus, Ga.; KRLD-tv Dallas; wrvp Dur- 
ham; KTSM-Tv El Paso; KGEo-tv Enid; 
WINK-TV Ft. Myers; woaM-tv Hattiesburg; 
WHTN-TV Huntington, W. Va.; wist Jack- 
son; WJHP-TV Jacksonville; wrvK Knoxville; 
KTAG-TV Lake Charles; wave-tv Louisville; 
KLFY-Tv Lafayette; wtva-tv Lynchburg; 
wmct Memphis; ktvx Muskogee; KNOE-TV 
Monroe; wcov-tv Montgomery; WSIX-TV 
Nashville; wymr-tv New Orleans; WvEC-TV 
Norfolk; wtap Parkersburg; wrvr Rich- 
mond; wrToc-tv Savannah; ktvi St. Louis; 
KDRO-TV Sedalia, Mo.; Kitv Tyler; WEAT-TV 
W. Palm Beach; Kwrx-ty Waco; WMAL-TV 
Washington; witn Washington, N. C.; Krev- 
tv Weslaco, Tex.; wmMFrp Wilmington, N. C. 
Championship Bowling—C Series 
Carlings Beer is sponsoring in following 
markets: WNEM-TV Bay City; wwrtv Cadillac; 
wens-tv Columbus, O.; wxio-tv Dayton; 
(Continued on page 54) 


November 19, 1956, Television Age 53 














Film 


wxyz-Tv Detroit; wsjv-tv Elkhart; WIcuU-TV 
Erie; wrte-Tv Evansville; wkysc-tv Ft. 
Wayne; woop-tv Grand Rapids; WSAz-TV 
Huntington; wrBM-tv Indianapolis; WJAC-TV 
Johnstown; wma-tv Lima; WMAL-tv Wash- 
ington; wrrF-tv Wheeling; WKBN-TV Youngs- 
town; WHiz-Tv Zanesville. 

Hamm’s Beer is sponsoring in following 
markets: KOOK-Tv Billings; KFyRr-Tv Bis- 
marck; wciA Champaign; wen-tv Chicago; 
woc-tv Davenport; wHo-tv Des Moines; 
wEAu-tv Eau Claire; KFes-tv Great Falls; 
wBay-tv Green Bay; wpAF-tv Kansas City; 
wkst-tv La Crosse; wMTV Madison; wWTMJ- 
tv Milwaukee; Kcys-tv Minot, N. D.; Kevo- 
tv Missoula; KotTa-tv Rapid City; KTIV 
Sioux City; KELO-tv Sioux Falls; wsau-tVv 
Wausau, Wis. 

Genessee Beer is sponsoring in following 
markets: WNBF-TV Binghamton, N. Y.; WBEN- 
tv Buffalo; wrtz Plattsburgh; wroc-tv 
Rochester, N. Y.; WHEN-Tv Syracuse; WKTV 
Utica; wcny-tv Watertown, N. Y 


TELEVISION SCREEN 
PRODUCTIONS 
Jim & Judy in Teleland 


WBKB-Tv Chicago. 


(Continued from page 53) 


Film Commercials 


ACADEMY PICTURES, INC., 
NEW YORK 


Completed: B. T. Babbitt, Inc. (Bab-O), 
D-F-S 


In Production: Drackett Co. (Dazy Air 
Freshner), Ralph H. Jones; Wildroot Co., 





NOW — Do As Top TV 
Stations Do... 





CLEAN YOUR FILMS with 


. Fee0*1S00 





Anti-Static Film Cleaner 


Non-Flammable e Non-Toxic 
No Carbon Tet or Trichlorethylene 


Used by NBC-TV, CBS-TV and 
hundreds of independent film pro- 
ducers. Cleans better, stops dust 
attraction — for clearer, brighter 
screenings. 
WHY ECCO #1500 IS BETTER: 

e Cleans better, dries faster than 
carbon tet e Non-Toxic e Frees 
film from dust-attracting static 
e Conditions “Green” Film e Keeps 
film pliable, eliminates waxing e 
faaie non-irritating odor e LOW 








EAN and INSPECT FILM 
N ONE EASY OPERATION 
wit 


the 


ECCO SAEDKA APPLICATOR 


Save Time, Fluid, Labor, Money! 








Write today for FREE illustrated 
» Order from your dealer, or direct. 


Electro-Chemical Products Corp. 


60 Franklin Street, East Orange, N. J. 
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Inc. (hair tonic), BBDO; Colgate-Palmolive 
Co. (Palmolive shave cream), Ted Bates; 
Procter & Gamble Co. (Jif-A-Roo); Leo 
Burnett; International Latex Corp. (Playtex 
gloves) ; P. Ballantine & Sons (beer), Esty; 
San Giorgio Macaroni, Inc., VanSant, Dug: 
dale; Drackett Co. (Drano & Windex), 
Y&R; Gunther Brewing Co., Inc. (beer), 
SSC&B; Radio Corp. of America and Gen- 


eral Foods Corp. (RCA/Bird’s Eye), K&E; 





= 


Farewell in arms in NTA’s TNT film, 
I'll Be Seeing You 


Shell Oil Co. (Shellzone), JWT; E. R. 
Squibb & Sons (milk of magnesia), Cun- 
ningham & Walsh. 


AMERICAN FILM PRODUCERS 


Completed: Esso Standard Oil Co. (Golden 
Esso Extra), McCann-Erickson; Pharmaco, 
Inc. (Chooz), DCS&S; Esso Standard Oil 
Co. (Your Esso Reporter-closing), McCann- 
Erickson; Bulova Watch Co., McCann- 
Erickson. 


CARAVEL FILMS, INC. 


Completed: Lehn & Fink Products Corp. 
(Lysol), McCann-Erickson; Pharmaceuticals, 
Inc. (Geritol), Edward Kletter; Procter & 
Gamble Co. (Bonus), Compton; Socony 
Mobil Oil Co. (Mobilgas), Compton; U. S. 
Treasury Dept. (Savings Bonds), McCann- 
Erickson; Gillette Co. (safety razors), 
Maxon. 

In Production: Simmons Co. (Beautyrest 
mattresses) Y&R; P. Ballantine & Sons 
(beer), Esty; Procter & Gamble Co. (Dash, 
Duz), Compton; Socony Mobil Oil Co. 
(Mobilgas R), Compton; Johnson & Johnson 
(gauze pads), Y&R. 


ELLIOT, UNGER & ELLIOT, INC. 


Completed: Procter & Gamble Co. (Camay), 
B&B; Procter & Gamble Co. (Crisco), 
Compton; Aluminum Co. of America (screen- 
ing, foil), Ketcheum, MacLeod & Grove; 
Aluminum Co. of America (utensils), Fuller 
& Smith & Ross; Scott Paper Co. (tissue), 
JWT; Procter & Gamble Co. (Joy), Burnett; 
Vick Chemical Co. (cough syrup), BBDO; 
Northern Paper Mills Div., Marathon Corp. 
(tissue), Y&R; Robert Hall (clothes), 
Sawdon; Coty, Inc. (Fairy Princess), Bruck; 
National Biscuit Co. (Ritz crackers), Mc- 
Cann-Erickson; Lever Bros. Co. (Lucky 
Whip), Ogilvy, Benson & Mather; Jergens 
Corp. (Woodbury soap), Orr; Campbell 
Soup Co. (vegetable soup), BBDO; Pru- 
dential Insurance Co. of America (mortgage 
insurance), Calkins & Holden. 


FILM CREATIONS 


Completed: Rayco Mfg. Co., Inc. (seat 
covers), Mogul; Whitehall Pharmacal Co. 
(Jo Cur), Lynn Baker; Ronzoni Macaroni 
Co., Inc., Mogul; Coast Fisheries (Puss N’ 
Boots), Lynn Baker; International Latex 
Corp., Reach, Yates & Mattoon; S. A. 


Schonbrunn & Co., Inc. 
Gumbinner. 


In Production: Ford International (English 
Ford) ; Revlon Products Corp., Mogul; Na- 
tional Biscuit Co., McCann-Erickson; Ameri- 
can Oil Co., Katz. 


FILMACK CORP. 


Completed: Chicago Tribune, FC&B; Miller- 
Becker Co. (Cotton Club soft drinks), 
Lustig; Savings & Loan Institute (services), 
Ady. Div. 

In Production: Bon Jour Coffee, Lustig; 
Sunrise Meats, Ridgway. 


KEITZ & HERNDON 


Completed: Lone Star Brewing Co. (beer), 
Glenn; Anderson Pritchard Oil Co. (APCO 
gasoline), Erwin, Wasey; Chicago Corp. 
(Champlin gas & oil), Tracy-Locke; Misha- 
waka Rubber & Wool Co. (Red Ball tennis 
shoes), Campbell-Mithun; Standard Oil of 
Indiana, D’Arcy; M.B. Brand Barbecue; 
Humble Oil & Refining Co. (gasoline), Bob 
Baily; Banquet Canning Co. (frozen foods), 
D’Arcy; Fant Milling Co. (Gladiola Bis- 
cuits), Crook; Jones-Blair Paint Co. (paint), 
Rogers & Smith. 

In Production: Quality Chek’d Dairy Prod- 
ucts, Campbell-Mithun; Oklahoma Corp. 
(investments, Knox-Ackerman; Southern 
Union Gas Co.; General Electric Co. (heat- 
ing & cooling), R&R. 


LEWIS & MARTIN FILMS, INC. 


Completed: National Democratic Committee 
(Stevenson-Kefauver), Norman, Craig & 
Kummel; J. W. Mortell Co. (Mortite caulk- 
ing), Robert Christopher; Du Kane Corp. 
(Civil Defense), John Marshall Ziv; Wen 
Products, Inc. (power tools), Sayre; Armour 
Institute (industrial research). 

In Production: Norge Div. (washers), A. 
Grossman; Spring Air Co. (mattresses), 
Ralph Loeff; York Corp. (air conditioners) , 
A. Grossman; Dr. Peter Fahrney & Sons 
Co. (Alpenhrauter patent medicine), Bozell 
& Jacobs. 


MPO TELEVISION FILMS, INC. 


Completed: General Mills, Inc. (Cheerios), 
D-F-S; Procter & Gamble Co. (Ivory Snow), 
B&B; Jos. Schlitz Brewing Co. (beer), JWT; 
General Electric Co.. BBDO; Union Carbide 
& Carbon Corp. (series for Omnibus), 
Mathes. 

In Production: Union Carbide & Carbon 
Corp. (Series for Omnibus), Mathes; Jos. 
Schlitz Brewing Co. (beer), JWT; Procter 
& Gamble Co. (Star Dust), B&B; General 
Cigar Co. (White Owl cigars), Y&R; John 


Hancock Ins. Co., McCann-Erickson. 


FRED A. NILES PRODUCTIONS, 
INC. 


Completed: Wilson & Co. (Ideal Dog Food), 
U. S. Adv.; ‘Wilson & Co. (Bake-Rite 


(Savarin coffee; , 








HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
WNDUSTRIAL & TRAINING FILMS 




















Shortening), U. S. Adv.; Lion Oil Co., 
Ridgway; Corn Products Refinery (institu- 
tional), C. L. Miller; S.S.S. Co. (tonic), 
Day, Harris, Hargrett & Weinstein; Kraft 
Foods (Parkay Margarine), Needham, Louis 
& Brorby; Thomas J. Webb (coffee), Myer- 
hoff; Magikist (cleaners), Doris Greenwood; 
White Rose (gasoline), Wesley Aves. 

In Production: Magikist (cleaners), Doris 
Greenwood; Serta Associates, Inc. (mat- 
tresses), R&R; Blatz Brewing Co. (beer), 
K&E; Grecian Formula 16, D’Arcy; John 
Puhl Products Co. (Little Bo-Peep Am- 
monia), Roche, Williams & Cleary. 


RAY PATIN PRODUCTIONS, 
INC. 


Completed: Budweiser Brewing Co. (beer), 
D'Arcy; Wine Growers Guild (Guild Wine), 
D-F-S; General Foods Corp. (Jel-O), Y&R; 
Petri Wine Co., Y&R. 


PLAYHOUSE PICTURES 


Completed: Falstaff Brewing Corp. (beer), 
In Production: Remington Rand, Inc. 
(electric razors), Y&R; Ford Motor Co. 
(Tennessee Ernie Ford Show—openings), 
JWT; U. S. Navy Dept. (recruiting) ; Jos. 
Schlitz Brewing Co. (beer), JWT; Lanvin 
Parfums, Inc. (My Sin perfume, Arpege 


perfume), North. 





Bert, of normal stature, in UPA’s Bert 
and Harry commercial for Piel 


HAL ROACH STUDIOS 


Completed: American Telephone & Tele- 
graph Co., Ayer; Bulova Watch Co., Mc- 
Cann-Erickson; Chevrolet Motors Corp.. 
Campbell-Ewald; Delco Div., General Motors 
Corp., Campbell-Ewald; Eastman Kodak Co., 
JWT; Gulf Oil Corp. (gas), Y&R; Hills 
Bros. (coffee), Ayer; S. C. Johnson & Sons 
(Glo-Coat & Pride), Needham, Louis & 
Brorby; Lucky Lager Brewing Co. (beer), 
McCann-Erickson; Philip Morris & Co. Ltd., 
Inc. (Marlboro cigarettes), Burnett; Sales 
Builders, Inc. (Max Factor cosmetics), 
Doyle Dane Bernbach; Mennen Co., McCann- 
Erickson & Kenyon & Eckhardt; Nestle Co., 
Inc., Bryan Houston; Pabst Brewing Co. 
(Eastside beer), Burnett; Rheingold Brew- 
ing Co. (beer), FC&B; Richfield Oil Corp. 
(institutional), Hixson & Jorgensen; Slen- 
derella Int., Management Assoc.; Union Oil 
Co. (institutional), Y&R: Westinghouse 
Electric Corp. (institutional), McCann- 
Erickson; White King Soap Co., Raymond R. 
Morgan. 

In Production: American Telephone & 
Telegraph Co., Ayer; Bulova Watch Co., 
McCann-Erickson; Bekins Van & Storage 
Co. (moving & transfer) Brooks; Pabst 
Brewing Co. (Eastside beer), Burnett; S. C. 
Johnson & Son, Inc. (Glo-Coat & Pride), 
Needham, Louis & Brorby; G. R. Kinney 
Co., Inc. (shoes), M. B. Scott; Nestle Co. 





Signal Productions 


Formation of Signal Produc- 
tions, Inc., New York, to special- 
ize in the production of tv film 
commercials, has 
nounced. 


been an- 





The three principal members 
of the firm bring with them a 
combined 30 years’ experience as 
film producers with advertising 
agencies and film services. They 
are George Tompkins, president, 
who has had 


10 years of 





agency ex: 
perience, 
first as tv di- 
rector of Mc- 
Cann - Erick- 
son and then 
as _ produc- 
tion super- 
visor of Len- 





Richard 
president and 


nen & Newell, Inc. 
Donner, _ vice 
secretary, was formerly vice 
president in charge of production 
and direction of George Blake 
Enterprises. Before that, Mr. 
Donner was with NBC-TV and 
also assistant to the producer of 
Columbia Pictures’ short sub- 
jects. Charles Green, vice presi- 
dent and treasurer, has headed 
the radio-tv production depart- 
ment of Doyle Dane Bernbach 
for two years. He also was a 
writer-producer for Guild, Bas- 
com. & Bonfigli and most re- 
cently was executive producer at 
George Blake Enterprises. 

Signal Productions is located 
at 5 E. 5lst St. 
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(Canada), Cockfield, Brown; 
Inc., Bryan Houston. 


SONG ADS, INC. 


Completed: General Mills, Inc. (Pillsbury 
Brownies, Pillsbury Cookies), Burnett; Tea 
Council, Burnett; General Insurance Co. 
(Safeco), Cole & Weber. 

In Production: Ford Motor Co. (Mercury), 
K&E; Tidewater Assoc. Oil Co. (Flying A), 
Buchanan & Co.; General Mills, Inc. (Pills- 
bury Brownies), Burnett; Roma Wine Co., 

&B. 


Nestle Co., 


SOUND MASTERS, INC. 

Completed: General Electric Co. (lamps & 
bulbs), BBDO; Nestle Co., Inc. (cocoa, 
Chocolate bars, Mallows, candies), McCann- 
Erickson; Borden Co. (milk products), 


Y&R; Carter Products, Inc. (Rise lanolin 
shaving cream), SSC&B; Lever Bros. Co. 
(Hum detergent), SSC&B; Whitehall Phar 
macal Co. (BiSoDol Mints & InfraRUB), 
SSC&B; Procter & Gamble Co. (Crisco, 
Gleem, Cheer), Y&R; Plymouth Div. 
Chrysler Corp., Ayer; Armour & Co. (Dash 
dog food), Ayer; Block Drug Co. (Ammi- 
dent toothpaste, Greenmint Mouthwash). 
Harry B. Cohen; Savage Shoes Ltd., Cock 
field, Brown; General Foods Corp. (Post 
Sugar Crisp, Post Grape Nuts, Post Grape 
Nuts Flakes), B&B; Aluminum Co. of Amer 
ica (nails), Fuller & Smith & Ross; V. 
LaRosa & Sons, Inc. (minestrone 
ravioli), SSC&B. 

In Production: American Red Cross (spots 
for floods, disaster, blood donations, etc.). 
SSC&B; General Electric Co. (lamps-Sun 
lamp, Xmas bulbs), BBDO; Nestle Co., Inc.. 
McCann-Erickson; Diamond Match Co. 
(Charcoal Briquettes), B&B; Aluminum Co. 
of America (Mayo Clinic), Fuller & Smith 
& Ross. 


TRANSFILM, INC. 


Completed: E. I. Du Pont de Nemours Lid. 
(Duco paint), BBDO; Chunky Chocolate 
Corp. (candy), Grey; P. Lorillard Co. (Old 
Gold cigarettes), Lennen & Newell; Clairol. 
Inc. (Miss Clairol) , FC&B; American Motors 
Corp. (Nash), Geyer; U. S. Rubber Co. 
(U. S. tires), Fletcher Richards; General 
Motors Corp. (Cadillac), MacManus, John 
& Adams; General Electric Co. (lamps). 
BBDO; Robert Hall Clothes, Frank Sawdon. 


UPA PICTURES, INC. 


Completed: Chrysler Corp., McCann-Erick 
son; National Biscuit Co. (Cinnamon 


soup, 


(Continued on page 56) 





WHAT'S THE 
BEST SOURCE 


... for information concerning 
group ownership? An alpha- 
betical listing of all commer- 
cial and non-commercial tv 
stations? A handy geograph- 
ical listing of stations, with 
about 


them? It’s all in the new 


complete information 


Television Age 


1957 YEARBOOK 


. + « now in production 
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Film (Continued from page 55) 


Crunch), McCann-Erickson; Liggett & 
Myers Tobacco Co. (Chesterfield), Cunning- 
ham & Walsh; Shulton, Inc. (Old Spice 
products), Film Counselors; General Foods 
Corp. (Sealtest Toffee Fudge ice cream), 
Ayer; National Biscuit Co. (Frosted Maca- 
roons), McCann-Erickson; Scott Paper Co. 
(colored hand towels), JWT; General 
Motors Corp. (Oldsmobile), D. P. Brother; 
London Daily Mail, S. H. Benson, Ltd.; 

C. F. Mueller Co. (macaroni), Scheideler 
& Beck; Grocery Store Products Co. (Foulds 
macaroni), Clinton Frank; General Electric 
Co. (tv sets), Y&R; Piel Bros. (contest), 
Y&R; General Mills, Inc. (Gold Medal 
Flour), D-F-S; Lincoln Mercury Div., Ford 
Motor Co. (Mercury), K&E; Duffy Mott Co. 
(Mott’s Apple Juice), Y&R; P. Lorillard 
Co. (Old Gold cigarettes), Lennen & Newell; 
Borden Co., B&B; Democratic National Com- 
mittee (Stevenson-Kefauver), Norman, Craig 
& Kummel. 

In Production: Piel Bros. (beer), Y&R: 
P. Lorillard Co. (Old Gold cigarettes), 
Lennen & Newell; Bristol-Myers Co. (Buf- 
ferin), Y&R; Coca Cola Export Corp.; Na- 
tional Biscuit Co. (Nabisco Juniors), K&E. 


VIDEO PICTURES 


Completed: American Tobacco Co. (Pall 
Mall), SSC&B; General Motors Corp. New 
Departure Div. (coaster brakes, ball bear- 
ings), D. P. Brother; General Motors Corp. 
(Oldsmobile), D. P. Brother. 

In Production: Speidel Co. (watch bands, 
men’s jewelry), Norman, Craig & Kummel; 
Sterling Drug Co. (Ironized Yeast), Thomp- 
son-Koch. 





WHAT'S THE 
BEST SOURCE 


for the most complete 
up-to-date list of advertising 
agency personnel in the field? 
Over 3,500 names with titles, 
addresses, phone numbers— 


all in the up-coming 


Television Age 


1957 YEARBOOK 


+ + « Now in production 
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SUPPLIER, SERVICE NEWS 


On Film 





STUDY COLOR TECHNIQUE 

The need for more skilled practice 
in the art of color tv has prompted 
Movielab Film Laboratories, Inc., New 
York, to conduct a series of lectures 
and demonstrations for all its tech- 
nicians and employees. 

The sessions are held in the early 
part of the day so that everyone may 
avail themselves of the information 
and training without interrupting the 
normal work-flow procedure, the com- 
pany noted. This program was estab- 
lished by Saul Jeffee, president of 
Movielab, and is under the direction 
of James Kaylor. 

According to an announcement by 
Mr. Jeffee, new color facilities at 
Movielab are nearing completion and 
it is the company’s intention of having 
its employees maintain the highest level 
of product control and quality in color 
film production. 


FILM SPLICER BY NEUMADE 

Neumade Products Corp., New York, 
has announced the development of the 
Neumade Shepard Electronic Film 
Splicer, which the company claims is 
the first basic change in film-splicing 
technique in many years. 





According to an announcement by 
John Neu, president, the Neumade 
Shepard splicer can handle all film 
stock now in general usage, including 
35mm, 16mm, 8mm, magnetic, acetate 
and the newly developed du Pont 
Cronar. This new machine presents 


an electronic approach to splicing, 
using the dielectric heating principle 
to bind the ends into what is described 
as “an indestructible splice.” Splices 
are permanent, the firm announces, 
with no cement or solution of any kind 


needed. Neumade describes the unit as 
the fastest splicer known, producing an 
overlap of only .03 inches. 


CHANGES AT FILM CREATIONS 

Thomas Brandon Boggs has been ap- 
pointed sales representative of Film 
Creations, Inc., New York. In line 
with an expanding operation, the film 
company also announced that James 
Lenkewsky has been named supervi- 
sing editor, Miss Brooke Smith scenic 
designer and Morey Reden director 
of animation. 

Film Creations further made known 
the resignation of William H. Groody 
as secretary and stockholder. His 
shares in the company are being sold 
to Edward R. Carroll, treasurer, and 
Joseph M. Barnett, president. 


ANIMATED CALL LETTERS 

The creation of animated tv-station 
call letters on film has been announced 
by Filmack Television Studios, New 
York. The purpose of this development 
is to keep the continuity of action fol- 
lowing a commercial and to draw at- 
tention to the identifying station it- 
self. 

Filmack Studios explains: “Since 
the new eight-second spots give stations 
two seconds of full-screen ID, their 
call letters on static slides appear 
dead by contrast to the preceding com- 
mercial.” Don Mack, vice president. 
also pointed out that animated call 
letters would aid stations in intensive 
promotional campaigns now being 
carried out all over the country. 


MODERN TELESERVICE FORMED 

Formation of Modern Teleservice, 
Inc., New York, as an independent tv 
film and commercials firm, has been 
announced by J. R. Ritenour, presi- 
dent. Modern Teleservice was formerly 
known as Modern Ty, a division of 
Modern Talking Picture Service, Inc.. 
where Mr. Ritenour was vice president 
and division general manager. 

Mr. Ritenour stated that the move 
was aimed at strengthening the tv 
functions of the company in providing 
the necessary corporate structure for 


—_—— 











expanded service and facilities. The 
company’s services, personnel and lo- 
cations remain unchanged. Modern 
Teleservice will continue to offer the 
same basic service facilities in tv film 
and spot commercial trafficking and 
distribution, the announcement said. 
Mr. Ritenour organized the former 
Modern Ty five years ago. Before that 
he was manager of the Atlanta office 
of Modern Talking Picture Service. 


PFORDTE PROMOTED 
Robert Pfordte has been promoted 


to manager of distribution services 
for Ansco, Binghamton, N. Y., ac- 
cording to an announcement by George 
Klimt, field service manager. 

Mr. Pfordte’s new responsibilities 
include supervision of the firm’s sales- 
order, traffic and export sales-order de- 
partments. He also will direct Ansco’s 
district-office operations in all matters 
related to personnel, inventories, pro- 
cedures, receiving, distribution and 
properties. 

Mr. Pfordte, a 15-year veteran of 
Ansco, most recently was manager of 
the sales-order department. 


CONSOLIDATED COUNTER 


A new electronic device designed 
to improve vastly present film-labora- 
tory scene-counting methods has been 
developed at Consolidated Film Indus- 
tries, Hollywood. The new scene count- 
er, developed by Ted Hirsch, SFI 
superintendent, in cooperation with the 
firm’s engineers, was detailed at a re- 
cent technical session of the Society 
of Motion Picture & Television Engi- 
neers in Los Angeles. 

Mr. Hirsch pointed out that the new 
machine permits accurate scene count- 
ing during inspection screening of 
both 16mm and 35mm film. 

Sidney P. Solow, vice president and 
general manager of CFI, told the SM- 
PTE technical session of a new method 
developed by the company for identi- 
fying tv release prints. Mr. Solow re- 
ported a white opaque head leader in 
use by CFI which automatically car- 
ries information that heretofore had to 
be inscribed by hand. 

The new technique involves only 
one manual operation: the initial in- 
scribing on the negative itself of the 
picture title, code number, etc. This 
information is then “printed through” 
onto the release print, where it ap- 


pears in bold black type against a clear 
background. The transparent leader 
is then converted to white opaque 
leader by applying white cellophane 





Tv Sells Flour 


Bringing a new business into 
a city is always a proud achieve- 
ment for any chamber of com- 
merce or trade association, but 
when it is accomplished by an 
advertising medium because of 
the excellence of its advertising, 
it is even more noteworthy. 

In 1954 the Martha White 
Mills was advised by its adver- 
tising agency that a small sched- 
ule of announcements on WSAZ- 
Tv Huntington, W. Va., would 
support distribution in the fringe 
area covered by the station. Al- 
though the milling company had 
no distribution in the Hunting- 
ton-Charleston area, nor in 
southern Ohio or northeastern 
Kentucky, the spots were bought 
on the station. 

Here is what happened, in the 
words of Jack Broderick, presi- 
dent of the Martha White Mills 
of West Virginia: “As we noted 
increases in sales among our reg- 
ular wholesale accounts, the an- 
nouncement schedule was re- 
placed by a 30-minute show. 
Reception to this show was so 
remarkable that almost 1,000 
pieces of volunteer fan mail 
flooded in after the first tele- 
cast. ... 

“wsAZ-TV has been largely re- 
sponsible, we believe, in our at- 
tracting several wholesale ac- 
counts within the coverage area. 
In addition, responses to our ad- 
vertising, with attendant sales 
increases, convinced mill officials 
that the time was ripe to set up 
a distribution operation in Hunt- 
ington itself. As a result, Martha 
White Mills acquired the Mc- 
Ginnis Milling Co. in Hunting- 
ton and Martha White Mills of 
West Virginia was incorporated. 
Since that action, our overall 
flour business in West Virginia 
has increased over 500 per cent 
and Martha White Cake Mixes 
has increased over 1,000 per 


cent.” 











tape to the underside of the film prior 
to shipment. 

In a separate announcement, Mr. 
Solow made known the appointment of 
Lewis Mansfield to the managerial 
staff of CFI. Mr. Mansfield has been 
plant manager of an eastern film lab- 
oratory for the past ten years, ac- 
cording to the announcement. 


NEW DIVISION AT WILDING 


A new division has been set up by 
Wilding Picture Productions, Inc., to 
provide better service to agencies na- 
tionally. Head of the new division is 
Russ Raycroft, who has been named 
director of television. 

Mr. Raycroft most recently was vice 
president of Roland Reed Television 
and formerly served in tv-radio capac- 
ities with Robert A. Orr & Associates 
and Dancer-Fitzgerald-Sample, Inc. 
Wilding Picture Productions, makers 
of film commercials, program film and 
industrial film, has offices in Chicago. 
New York, Detroit, Hollywood and 


other cities. 


COLE iS PROMOTED 

Promotion of Stan M. Cole from 
director of the industrial-films divi- 
sion of Mel Gold Productions, Inc., 
New York, to sales manager of the 
company is announced by Melvin L. 
Gold, president. In his new post, Mr. 
Cole will take complete charge of all 
sales activities of the film firm. 

According to the announcement, Mr. 
Cole’s knowledge of 
methods, industry relations and per- 
sonnel training are being utilized in 
an extensive program being prepared 
at Mel Gold Productions as an added 
service to industrial-film accounts. 

The film firm also announced the 
expansion of office space, having ac- 
quired the entire third floor of the 
Capitol Theatre Bldg. at 1639 Broad- 
way. When Mel Gold Productions was 
organized two-and-a-half years ago, it 
started with only two offices on the 
third floor. The expansion was made 
necessary by “the increase in business 
for television film commercials and in- 
dustrial films, plus the acquisition of 
additional film equipment and facil- 
ities . . . ,” Mr. Gold said. The in- 
creased facilities include cutting rooms, 
screening room, research studio, prop- 
erty department, accounting, produc- 
tion and sales offices. 


sales-training 
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News (Continued from page 29) 


tions, a wholly owned subsidiary 
handling tv film production, distribu- 
tion, merchandising, etc. 

John M. Clifford, executive vice 
president, administration, was former- 
ly administrative vice president. Re- 
porting to him are the talent and 
program contract administration, law 
department, treasurer’s office and vice 
president, Pacific division. He con- 
tinues in charge of the personnel 
department, engineering facilities and 
administration, and controller’s office. 

David C. Adams, formerly a staff 
vice president, heads up a new group 
consisting of station relations, Wash- 
ington office, and planning. 

All of the new executive vice presi- 
dents report directly to Mr. Sarnoff. 
Also reporting to the president are 
vice presidents Kenneth W. Bilby, 
public relations, and Emanuel Sacks 
and Joseph V. Heffernan, both staff 
V.p.’s 

When Mr. Kintner left the American 
Broadcasting Co., Leonard H. Golden- 
son, chairman of ABC-Paramount took 
over as president of the broadcasting 
division on a temporary basis. John 
H. Mitchell, vice president of ABC 
was named executive vice-president, 
and Oliver Treyz, president of the 
Television Bureau of Advertising 
moved over to head up the tv network. 





WHAT’S THE 
BEST SOURCE 


... for a listing of the top 200 
tv spot advertisers, their budg- 


ets, ad managers, agency con- | | 
tacts, methods of expenditure? 
This will be in the new 


Television Age 


1957 YEARBOOK 


- + « now in production 
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ELY A. LANDAU 
NTA “must buy” 


Mr. Kintner joined ABC in 1944 
as a vice president after a career 
as a newspaperman and author. He 
took charge of programming, public 
services, public relations and advertis- 
ing. In 1946, he was elected executive 
vice president, and was named ABC 
president in 1949. 


NTA, 20th-FOX NEW DEAL. In 
May of this year 20th Century-Fox 
Film Corp. put a sizable toe into the 
television pool when it granted Nation- 
al Telefilm Associates, Inc., the tv 
rights to 52 films at a reported price 
of over $2 million. 

The movie company must have 
found the water fine, for on Nov. 1 
it plunged into a $30-million lock, 
stock and vault deal with NTA and 
its subsidiary, NTA Film Network. 

Under the terms of this transaction, 
presided over by Ely A. Landau, NTA 
president and Spyros P. Skouras, 20th- 
Fox president, NTA is given exclusive 
television rights for as long as seven 
years to 390 more 20th-Fox pictures 
produced before August 1948. Effec- 
tive immediately, NTA has access to 
156 pictures. These are to be delivered 
to NTA in two groups of 78 films 
each on an annual basis. The cost 
of each package is $5,850,000. Fox 
will then “agree to sell” NTA three 
more packages of 78 films each during 
the next three years for the same 
minimum fee, plus a participation in 
the gross receipts over and above 
an undisclosed specified amount. (This 
latter participation feature also applies 
to the first 156 pictures.) 


According to Mr. Landau, NTA 
“must buy” these 234 features at no 
less than the $5,850,000 figure per 
78 pictures. But 20th Century “has 
the right,” at the time of delivery of 
each of these three subsequent pack- 
ages, to raise the price. In that case, 
NTA must meet the new figure or 20th 
can sell the package elsewhere. “We 
don’t envision these pictures going 


elsewhere,” Mr. Landau commented. 


NETWORK PARTNERS. [pn a simul- 
taneous and separate but complemen- 
tary agreement, 20th Century acquired 
a 50-per-cent interest in the NTA 
Film Network, which now has 110 
affiliated stations. NTA, however, which 
owns the other half of the network. 
retains managerial rights. The film 
company will have representation in 
management through a treasurer and 
two members of the board, all of 
whom are to be selected. 
20th Century has also agreed that 
beginning no later than March 1957 
it will produce, through its TCF-TV 


Productions, 


soon 


initial episodes of at 
least four new television series which 
NTA will distribute. 

Mr. Landau announced that he ex- 
pects to use 39 of the first 78 acquired 
films as “spectaculars” on the NTA 
Film Network. The remaining films 
in this group will be packaged by NTA 
for syndication. 

Further specific plans as to details 
of sponsorship, length of films and 
premiere shows are still to be worked 
out. But Mr. Landau and his associates 
at NTA and NTA Film Network are 
confident they have taken the first 
big giant step towards breaking the 
sight barrier for their film network. 
“We have top quality product, and 
we have made an affiliation that will 
give us the huge technical facilities 
of 20th Century-Fox,” Mr. Landau 
pointed out. “We know we’re taking 
the gamble. But we don’t think 20th 
Century will let us down. After all. 
they own half of the network, they’ll 
do all they can to see that it profits.” 

Mr. Landau did not mention it, but 
it was apparent that behind all of his 
thinking was the fact that above and 
beyond his written agreement with 
Mr. Skouras there was, in addition. 
a gentleman’s agreement. Which, of 
course, was a highly successful 20th 
Century-Fox production. 











TELEVISION AGE 


half-hour is now generally ac- 

cepted as the minimum separation 
period between spot and network com- 
mercial announcements of competitive 
products. “We would prefer an hour, 
but we almost always settle for a half- 
hour interval,” one timebuyer told 
TELEVISION AGE in expressing what 
seems to be the current approach 
among television buyers. “We realize 
there’s only a limited amount of time, 
especially good time, so why be un- 
reasonable.” 

However, stations and their reps 
might soon have to be facing up to 
another aspect of this “production” 
situation: multiple-product advertisers 
asking for sponsor separation on the 
basis not only of product but company. 
That is, advertisers want protection 
against all competitors of all of their 
products. A company, for example, 
which buys time for a baking product 
but also sells coffee wants not only a 
separation period against all baking 
competitors but also all coffee accounts. 

To find out industry feeling on this 
matter, TELEVISION AGE sought out both 
buyers and sellers. Here are some 
typical comments: 

“Sure, we're asking competitor 
separation for all of our products,” 
said an agency media buyer for one 
of the biggest of the diversified-prod- 
uct advertisers. “And we think we 
ought to get it because we buy a lot 
of television time. Incidentally, we look 
with jaundiced eye on a network which 
tries to sell us time at the end of the 
second half-hour of an hour show 
when* a competitive account is the 
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a review of 
current activity 
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sponsor of an early part of the first 
half-hour. One network tried that on 
us recently and we cancelled. We con- 
sider proper separation time to be 
between program blocks.” 

“At this time it’s mostly a network 
situation,” a station rep said. “And, 
as far as I can make out, the net- 
work’s aren’t playing along. Whether 
they ever will or not, I guess, depends 
on how strong the show is. If it’s a 
top-rating show, the network doesn’t 
have to grant any special concessions 
to get sponsors. But if the show is not 
selling, perhaps the network might 
think about offering this protection. 
But, don’t forget, before they can do 
that, they’ve got to get the consent of 
their affiliates. And I don’t believe 
stations will go along.” 

Another station rep said: “I don’t 
think this will ever become a problem 
in spot. A station can’t let one com- 
pany dictate the station’s sales policy, 





Jeanne Sullivan, timebuyer at Norman, 
Craig & Kummel, Inc., N. Y. has been 
buying for Selchow & Righter’s 
Christmas campaign. 





REPORT 


I don’t care how big an advertiser it 
is. Why, one or two of these com- 
panies with seven or eight different 
products each could stifle our stations. 
We couldn’t do business with some 15 
other less-demanding clients 
money, incidentally, is every bit as 
good.” 


whose 


A station spokesman commented: 
“With all the mergers and acquisitions 
of new companies going on, this situa- 
tion is bound to come up. But if the 
notion ever gets a foothold in spot it 
will be murder. Some stations I know 
which have already been confronted 
with this problem have pointed out to 
the advertiser that the 
doesn’t know, and doesn’t care, about 
the identity of the company. The cus- 
tomer is concerned only with the prod- 
uct and that’s all he remembers in 


consumer 


most cases.” 

“Whether this idea takes hold in 
spot depends a lot on how much cor- 
porate buying these multiple-product 
companies do,” another seller stated. 
“If an advertiser with several brands 
wants—or needs—the help of several 
product divisions in order to make the 
buy he wants, naturally he'll pressure 
for all-product protection. But if the 
company’s policy favors individual 
product campaigns—and | think that’s 
the situation now—it won’t come up 
enough to make any difference.” 


ALEMITE CORP., division of 
Stewart-Warner Corp. 
(MacFarland, Aveyard & Co.., 
Chicago) 

The maker of ALEMITE CD-2, motor-oil 


lubricant, has been buying short campaigns 
(Continued on page 60) 
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Spot (Continued from page 59) 


in several markets. Beverly Hicks is the 
timebuyer. 


AVOSET CO. 

(Harrington-Richards, San Francisco) 
The maker of QWIP is running schedules, 
mostly 20’s and ID’s in some 80 markets 
throughout the country, although it is not 
buying in Chicago, Denver, New Orleans 
and a few southern states. Mac 

Chandler, media director, is the timebuyer. 


BEAUTY PARLOR COSMETIC 
co. 
(Parker Advertising, N. Y.) 


This account, according to an agency 
spokesman, has m and is still buying 
placements of its five- and 15-minute 
demonstration films. Charlene Hirst is 
the timebuyer. 


— CARPET SWEEPER 
0. 


(N. W. Ayer & Son, Inc., N. Y.) 
Bissell will start on Nov. 19 in 46 of 


the com *s best markets with com- 
poe light schedules of daytime 
minutes for four weeks. There will be 
more activity next year, starting about 
March. The company will use in 1957, as it 
did in 1956, five campaigns during the 
year. But for the upcoming term it will 
so pl expand its activity. Last year 

issell placed buys in the following states 
Cal., Conn., Fla., Ill., Kans., Md., Mass., 
Mich., Minn., Mo., N. Y., Ohio, Ore., Pa., 
R. L., Utah, Wash., and Wis., as well as 
in Washington, D. C. Val Ritter is the 
timebuyer. 


BRANCHELL CO. 


(Krupnick & Associates, Inc., St. 
Louis) 

The maker of MELMAC dinnerware will 

be handled by Krupnick beginning Jan. 

1. It is, of course, too early to tell what 

media plans the agency has in store. But 

the company has tried a little spot, 

and it is in the process of spreading its 

distribution. Ray M. Schoenfeld, media 

manager, is the contact. 


BROWN & WILLIAMSON 
TOBACCO CORP. 


(Ted Bates & Co., Inc., N. Y.) 


This heavy spot user can be expected to put 
even more weight into its announcement 
schedules. Jack Sinnot is the timebuyer 

on KOOL, Norman Chester on VICEROY. 





Agency Timebuying Assignments* 
LEO BURNETT CO., INC., CHICAGO 


Director of media: Leonard S. Matthews, v. p. 

Media supervisors: Seymour Banks, Doug Burch, Gus Pfleger, Hal Tillson, 
Tom Wright. 

Assistant media supervisors: David Arnold, Frank Clayton, Richard Coons, John 
Huckstep, George Miller, Bo Munday. 

Timebuyers: Eloise Beatty, Robert Clark, Rex French, Harry Furlong, Ted 
Giovan, Harvey Glor, Carl Gylfe, Joe Hall, William Harmon, Robert Lins, 
Arne Nordmark, Esther Rauch, Mary Louise Ruxton, David Saxon, Helen 
Stanley, Lyman White. 

A listing follows of the Burnett television accounts, giving the media 
supervisor, assistant media supervisor and timebuyer, in that order. 


BAUER & BLACK DIVISION OF THE KENDALL CO.: Pfleger-Clayton- 





The Continental 

Divide Station 
KXLF=TV 4 

NAA ss 


S COPPER STRIKE— 
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Butte and Montana 
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Harmon 


MAYTAG CO.: Wright-Coons-Gylfe 


* One of a series 





BROWN SHOE CO.: Tillson-Huckstep-Stanley 

CAMPBELL SOUP CO.: Wright-Coons-Gylfe 
COMMONWEALTH EDISON CO.: Pfleger-Clayton-Ruxton 
CRANE CO.: Pfleger-Clayton-Harmon 

GREEN GIANT CO.: Tillson-Huckstep-Stanley 

HARRIS TRUST & SAVINGS BANK: Tillson-Huckstep-Stanley 
HOOVER CO.: Pfleger-Clayton-French and Ruxton 

KELLOGG CO.: Wright-Coons-Beatty, Hall and Lins 

MARS, INC.: Tillson-Huckstep-Stanley 


MOTOROLA, INC.: Tillson-Huckstep-Stanley 

PHILIP MORRIS, INC. (Marlboro): Pfleger-Clayton-French and Ruxton 

PABST BREWING CO.: Tillson-Huckstep-Clark 

CHARLES PFIZER & CO.: Pfleger-Clayton-Harmon 

PILLSBURY MILLS, INC.: Banks-Arnold-Giovan and Glor 

PROCTER & GAMBLE CO.: (Food Products) : Wright-Coons-Rauch; (Soaps) : 
Wright-Munday-Nordmark, Saxon and White; (Drugs): Burch-Miller-Furlong 

PURE OIL CO.: Burch-Miller-Furlong 

SANTA FE RAILWAY: Tillson-Huckstep-Stanley 

SUGAR INFORMATION, INC.: Tillson-Huckstep-Stanley 

TEA COUNCIL OF THE U. S. A., INC.: Wright-Coons-Rauch 








BUNKER HILL FOODS CO. 
(Noble-Dury & Associates, Inc., Nash- 
ville) 
The agency has just taken over this account 
and has placed a test announcement 
campaign in Memphis. Also, it is reported 
that the company is replacing its half-hour 
rograms with announcement campaigns. 
Mrs. Jane Dowden, media director, is the 
timebuyer. 


CANADA DRY GINGER ALE, INC. 
(J. M. Mathes, Inc., N. Y.) 


There are some variations in a few local 
areas, but in general this company is buying 
schedules of ID’s beginning one week 
prior to Thanksgiving and running through 
the end of the year. Edna Cathcart is 

the timebuyer. 


CARGILL, INC. 


(Bruce B. Brewer & Co., Minneapolis) 
This firm has been tv-active for its 
NUTRENA DOG FOOD but only occasion- 
ally for its NUTRENA FEEDS. However, 


it is considering more advertising activity 


for the latter, and is making inquiries 

of stations for both radio and tv. 

C. R. Strotz, partner and manager of 
Minneapolis office, is the account contact. 


CARLING BREWING CO. 


(Benton & Bowles, Inc., N. Y., and 
Lang, Fisher & Stashower, Inc., 
Cleveland ) 

There’s a possibility of a test spot campaign 
for both RED CAP, handled by Benton & 
Bowles, and BLACK LABEL, handled by 
Lang, Fisher & Stashower. No details are 
available at this time. David Lambert 

is the timebuyer in New York, Garry C. 
McKelvey in Cleveland. 


CAROLINA DRUGGISTS 
ASSOCIATION 


(Walter J. Klein Co., Charlotte, N. C.) 


The association has just assigned its 
advertising to the Klein agency, and 
tv plans are in the offing. Walter J. Klein 
is the contact. 


(Continued on page 62) 











W elcome 


Following the lead set by TELEVISION AGE three 
years ago, two other magazines in the field have just 
joined the ranks of audited publications. 


We at TELEVISION AGE applaud this constructive 
move to provide advertisers with certified audits of circu- 


lation. 


For only through a verified audit of circulation can an 
advertiser utilize a basic yardstick for assessing the publi- 
cations. It is significant to note that in utilizing this yard- 
stick, TELEVISION AGE is first in agency circulation. 
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Spot (Continued from page 60) 


CITIES SERVICE CoO. 
(Ellington & Co., N. Y.) 


There will be an expansion of this com- 
pany’s spot coverage. The company will 
add more of the same kind of placements 
it is using now in its markets—half-hour 
film series, as well as local five- and 
10-minute news and weather shows. 

Dan Kane is the timebuyer. 


COATS & CLARK SALES CORP. 
(Kenyon & Eckhardt, Inc., N. Y.) 


The company is expected to be active in 
the early part of 1957, but as yet no final 
decision has been made. Last year, 
beginning in March, Coats & Clark used 
mostly daytime participations featuring 
local celebrities in markets which included 
the following 27: New York, Binghamton, 
Schenectady, Syracuse, Philadelphia, 
Columbus, O., Boston, Birmingham, 
Jacksonville, Miami, Chicago, Indianapolis, 
Louisville, Baton Rouge, New Orleans, 
Shreveport, Chattanooga, Harlingen, San 
Antonie, Huntington, Va., Oklahoma 
City, Tulsa, Omaha, Albuquerque, Los 
Angeles, Spokane and Honolulu. Mary 
Dwyer is the timebuyer. 


CORN PRODUCTS REFINING 
co. 


(McCann-Erickson, Inc., N. Y.) 


The campaign for NU-SOFT FABRIC 
SOFTENER which has been running in 
over 20 markets is reported to be coming 
to a halt just before the end of this year. 
However, it is expected that the company 
will be back in the early part of next 
year and, as far as can be told now, in 
the same markets. Jay Schoenfeld is the 
timebuyer. 


COTY, INC. 


(Franklin Bruck Advertising Corp., 
N. Y.) 


Plans are in progress now for a heavy 
advertising campaign to get underway in 
mid-January. Coty will advertise in 98 
markets throughout the country. Not all of 
these markets will have tv-spot coverage, 
however, since the big emphasis will be on 
print. But a good part of these markets 
will get spet attention, with the exact 





Edna_ Cathcart, J. M. 


timebuyer, 
Mathes, Inc., N. Y., is handling Canada 
Dry schedules. 


number not yet determined. Alice Ross is 
the timebuyer. 


CRACKER JACK CO. 

(Rogers & Smith, Chicago) 

This company may pop up in some 
additional markets, possibly in the south 
and southwest. Ray H. Reynolds, executive 
vice president, is the contact. 


ROBERT CURLEY, LTD. 


(Kastor, Farrell, Chesley & Clifford, 


Inc., N. Y.) 

This firm is engaged now in a two-pronged 
spot-tv effort. One is for a new product 
for which it is buying test minutes. 


The other is for its HAIR STYLING KITS. 


It is renewing its campaign (see Spot 
Report for August) of both minutes and 
a five-minute demonstration film. Jack B. 
Peters, vice president and media director, 


is in charge, assisted by Beryl Seidenberg. 


DAN RIVER MILLS, INC. 

(Grey Advertising Agency, Inc., N. Y.) 
The company was highly pleased with its 
first tv effort (see August Spot Report). 
There is a good chance that it will try it 
again but not before the spring. Alice 

J. Wolf is the timebuyer. 





Beefs up sales! 


“Well done,” declares one of America’s giant 
meat packers, saluting the rare salesmanship 

of wxIx, Milwaukee’s prime advertising medium. 
L. Carli, advertising manager of Armour & Co., 
Frozen Meat Division, writes: “Having examined 
our first year’s results in the Milwaukee market, I 
am happy to report we have made great strides. 
Our television schedule on wx1x will be renewed... 
and we sincerely hope the next year will be as 
successful as last.” Why not cut yourself a thick 






DIAMOND MATCH CO. 
(Doremus & Co., N. Y.) 


Diamond will use spot tv along with other 
media in markets where its new charcoal 
briquets will have distribution. The campaign 
will get underway, mostly in major 
markets, in the spring. George L. Fostil, 
media director, is the contact. 


DUFFY-MOTT, INC. 
(Young & Rubicam, Inc., N. Y.) 


This firm’s 13-week spot campaign, which 
began Sept. 17, is over Dec. 14. Last year 
this apple-j -juice maker ran a campaign 
beginning in March. Although it is still 
too early to tell for sure, there is a good 
chance Duffy-Mott will be back again 

in spot sometime early in 1957. The 
markets used last year included: Atlanta, 
Baltimore, Boston, Buffalo, Charlotte, 
Chicago, Cincinnati, Cleveland, Detroit, 
Miami, New Haven, New York, Philadelphia, 
Pittsburgh, Schenectady, Syracuse and 
Washington. Russel Young is the time- 
buyer, assisted by Adalaide Hatton. 


DRUG RESEARCH CORP. 


(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


The campaign for SUSTAMIN 2-12, which 
is now in a handful of markets and 

is to run until the end of the year, is 
expected to be expanded and extended into 
next year. Jack B. Peters, vice president and 
media director, is in charge, assisted by 
Beryl Seidenberg. 


EFFANBEE DOLL CORP. 
(Monroe Greenthal Co., Inc., N. Y.) 


The firm is conducting a pre-Christmas 
spot campaign in three markets to promote 
its DYDEE and MELODY Dolls. In New 
York it is on twice a week for a five-week 
schedule that began Oct. 29 on wasc-tTv’s 
Romper Room; on Wasp it has two 
participations for five weeks that began 
Nov. 12; on wartv it will use three spots 
the week of Dec. 10 on Junior Frolics, 

and on wrca-Tv it will have 14 spots during 
the week of Dec. 10. In Chicago it will 
have 11 spots on wsKxs’s Little Rascals 
from Nov. 15 through Dec. 13, and seven 
spots from Nov. 5 through Nov. 21 on 
wen-tv's Lunch Time. In Los Angeles, 

it began Nov. 12 on -KTLa’s Cartoon Carnival 
a five-week campaign of two spots per 
week. Harvey Schulman is the timebuyer. 





slice of the select Milwaukee market with a top- 
grade, low-cost schedule on wxIx? 











CBS Owned + Channel 19 » Milwaukee 
Represented by CBS Television Spot Sales 
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FANNY FARMER CANDY SHOPS 
(Charles L. Rumrill & Co., Rochester) 


This company places five holiday spot 
campaigns during the year. This year’s 
Christmas effort will begin on Dec. 7 and 
run for three weeks. Minutes, 20’s and 
ID’s, 75 per cent at night and 25 per cent 
during the day, will be used in the 
following 18 markets: New York, Wash- 
ington, Boston, Albany, Binghamton, 
Buffalo, Rochester, Schenectady, Syracuse, 
Philadelphia, Lancaster, Providence, 
Pittsburgh, Detroit, Minneapolis, Cleveland. 
Toledo and Milwaukee. William Weller is 
the timebuyer. 


J. N. FILBERT CO. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


The campaign for MRS. FILBERT’S 
MAYONNAISE is underway in about 
20 markets. The schedules are running for 
seven weeks and had varying starting 
dates. Following the end of this effort, 
the company will lay off but will come 
back again in 1957. Jack Canning is the 
timebuyer. 


FLAV-R-STRAWS, INC. 
(Dowd, Redfield & Johnstone, Inc., 
N. Y.) 


The firm will keep on adding markets until 
it has complete national coverage. This 
should take until next April. Currently it 
is buying in the south, using live spots 
on local personality shows. Art Topal is the 
timebuyer. 


FOSTER GRANT CO. 
(Fairfax, Inc., N. Y.) 


As it did last year, this manufacturer 

of sun glasses will show its wares via 
tv spot (see April Spot Report). The 
company suggests it will place time in 40 
markets throughout the country starting 

in April in the west and southwest. In the 
following three months buys will be 
made in the east, midwest, south and 
northwest. The company will also use Life 
and trade magazines in what is reported 
to be a $300,000 campaign. Mrs. Janice 
Hamilton, media director, is the timebuyer. 


GENERAL ELECTRIC Co. 
(Young & Rubicam, Inc., N. Y.) 


The company has been running co-op spot 
campaign in New York, Buffalo and San 
Francisco for its washers. There may be 
more of same, possibly next in Baltimore 
and Washington. GE, of course, participates 
in much co-op activity, but these mentioned 
are where Y&R are asked by local dealers 

to help place and clear time. Tom Lynch 

is the timebuyer, assisted by Arthur 
Meagher. 


HAWLEY & HOOPS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


A recheck on this consistent tv-spot user 
reveals that “spot activity will continue 

to roll right along. Schedules will go 
on through 1957 as usual.” Frank Thompson 
is the timebuyer. 


H. J. HEINZ CO. 
(Maxon, Inc., N. Y.) 


This firm is readying announcement 
activity for early in 1957. Tom P. Maguire, 
business manager of tv-radio, is the 
timebuyer. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., St. 
Louis) 


The Roberts, Johnson & Rand division, 
makers of POLL-PARROT shoes, will 
repeat its tv-spot coverage of last fall 

in the spring. (See August Spot Report.) 
The campaign plans are not yet 
formulated in detail, but based on past 
performance the company should make 
buys in around 20 markets all over the 
country. 


H. A. JOHNSON CO. 
(Reilly, Brown & Tapply, Inc., Boston) 
The promotion for MURRAY’S ice cream 


and dessert toppings has already 
started over WJAR-TV Providence. This 
is the first test market for the Murray 
Division’s campaign, which is slated 

to cover New England. Arthur F. Brown, 
president and treasurer, is the contact. 


THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


LIPTON’S TEA will get underway 
early in 1957 with a campaign described 
as “pretty much national.” There will 

be at least 50 markets on the list, and 
minutes and 20’s will be used. Thomas 
Comerford is the timebuyer. 


(Continued on page 64) 


Here’s how to entertain at the finest 
restaurants ... without carrying cash! 


Show this book and “Charge It” . . . everywhere! 


Become a charter member of the Esquire Cus 


and enjoy these outstanding services 
and privileges . . . 


. .. your Directory-Guide lists hundreds 


of choice dining and entertainment 
establishments that will automatically 
honor your Esquire CLus membership. 


Gives valuable inside information on prices, 
specialties of the house, type of food served 


—even the name of each maitre de! 


. . a special charter membership fee of only 


$5 for an entire year! 


. .. a fully-detailed monthly bill that you pay 
with a single check! An accurate, permanent 


record of your entertainment expenses, 
for tax and business purposes. 


. . additional membership cards for your 


family or firm—absolutely free! 


Send in the coupon with your check or 
money order now. 


o 
e ESQUIRE CLUB, Dept. TVA, P.0. Box 4, Irvington-on-Hudson, New York 
. 
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: Address “=o Zone State 
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DOMINANT 


KGLO-TV 


is first in audience in the rich 
Mason City-Albert Lea-Austin 
area. 


ARB proves KGLO-TV audi- 
ence dominates the area 
with... 
20 out of the top 20 once- 
a-week shows. 7 out of 
the top 10 multi-weekly 
shows. 





Ask Weed Television to show you 
all the facts about one of the 
nation’s most prosperous farm- 
urban areas. 


FULL POWER 
100,000 watts 


‘our MASON CITY 
buy-word ALBERT LEA | AREA 
ol AUSTIN 


KGLO-TV 


CHANNEL 3 @:15 


LEE RADIO, INCORPORATED 
presented by WEED TELEVISION 











Alice Ross, Franklin Bruck Advertising 
Corp., N. Y. is the timebuyer on the 
upcoming Coty campaign. 


Spot (Continued from page 63) 


MARYLAND PHARMACEUTI- 
CAL CO. 
(Joseph Katz Co., Baltimore) 


This company, which makes REM and 
REL, has been bought out by Block 

Drug Co., but it will stay with the 

Katz agency. For REM and REL, most 
of the broadcast activity is in radio, 
but spot schedules are running in five tv 
markets. These started Oct. 1 and will 
last until the end of February. Jean 
Mitchell is the timebuyer. 


MAYBELLINE CO. 
(Gordon Best Co., Inc., Chicago) 


The company is setting up a countrywide 
spot campaign to begin Jan. 1, using 
participations in film shows. Kay Knight 
is the timebuyer. 


MONSANTO CHEMICAL CO. 

(Needham, Louis & Brorby, Inc., 
Chicago) 

Monsanto’s Plastics division is using tv 

spots for its toys during the pre-Christmas 

season. Don De Carlo is the buyer in 

Chicago; Gordon G. Vanderwarker, media 

director in New York, is participating 

in some of the buying. 


OHIO OIL CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


Ohio’s sponsorship of Ziv’s Man Called X 
is over the second week in January. The 
company will replace the show with 
another Ziv half-hour film series, Men 

of Annapolis, to begin as soon as clearances 
can be made in Ohio’s 11 markets, which 
include: wrtv Bloomington, wBNs TV 
Columbus, O., wcta Champaign, wKJG-TV 
Ft. Wayne, wrsM-tv Indianapolis, wsBT-Tv 
South Bend, woop-tv Grand Rapids, 
wJIM-Tv Lansing, WHAS-TV Louisville, 
WHIO TV Dayton and wspp-tv Toledo. 
William Millar is the timebuyer. 


LYDIA E. PINKHAM MEDICINE 

(Harry B. Cohen Advertising Co., 
N.. 2 

The nine-week campaign which will 

expire Nov. 17 in some 25 markets (see 

August Spot Report) will not be taken 

up by the company. However, the company 

will be back again with another campaign 


sometime in January. Beth Black is the 
timebuyer. 


F, & M. SCHAEFER BREWING 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


This beer company is readying a healthy 
spot campaign for 1957 in its markets in 
Conn., N. Y., Mass., Pa. and Washington, 
D. C. Ed. Fleri is the timebuyer. 


SEECK & KADE, INC. 
(McCann-Erickson, Inc., N. Y.) 


The maker of Pertussin will pick up more 
steam when the peak of the cold season 
comes in. At best, however, only some 

few markets will be added. Jay Schoenfeld 
is the timebuyer. 


SELCHOW & RIGHTER CO. 
(Norman, Craig & Kummel, Inc., 
N. Y.) 


This manufacturer of games for adults 
and children will begin on Nov. 19 a 
five-week, nationwide campaign of late- 
night and daytime minutes in about two 
dozen markets. Jeanne Sullivan is the 
timebuyer. 








ATLANTIC TELEVISION 
proudly presents 
THE CHAMPION PACKAGE 
Send for particulars today from: 


ATLANTIC TELEVISION CORP. 
130 West 46th Street, N. Y. C. 
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KXLF=TV 4 


XNA \ sf 

Se gy toe STRIKE — 
M TOWN 

AN ~ 


Butte and Montana 








South Arkansas’ only tv station 
serving a market of over a 


quarter-million people. 


Represented by 
John E. Pearson Co. 











RICHARD ANDERSON, timebuy- 
er at Young & Rubicam, Inc., Chicago, 
has been named to handle the buying 
for the newly-acquired Simoniz Co. 
business. This account was formerly 
serviced by Sullivan, Stauffer, Col- 
well & Bayles, Inc., New York. 


HELEN GORDON, with the At- 
lanta headquarters office of Liller, 
Neal & Battle Advertising, has been 
sent to New York to serve as co- 
ordinator and supervisor in the pro- 
duction of tv spots. She also will 
function as New York contact aiding 





Sarah E. Williams, partner, media 
director and timebuyer in Atlanta. 
Among the agency’s accounts are H. 
W. Lay (Fritos and other foods), 
Brock Candy Co. and Colonial Stores 
(supermarkets) . 


GEORGE SCHEISSER, media di- 
rector at Lynn Baker, Inc., New York, 
has left the agency but has not an- 





Personals 


nounced a new affiliation as yet. Lynn 
Baker is still interviewing people for 
the vacancy. 


SHELTON POGUE has been ap- 


pointed associate media director at 





Dancer-Fitzgerald-Sample, Inc., New 
York. He formerly held a similar post 
with Cunningham & Walsh and before 
that was assistant account executive 
at Kelly, Nason, Inc. Also at D-F-S, 
HARRY HESS takes over as ad- 
ministrative assistant to Norm 
Mathews, vice president in charge of 
tv-radio commercials production. Mr. 
Hess was formerly at CBS as super- 
visor of broadcast film operations. 


ALICE LIDDELL, former vice 
president and media director at In- 
galls-Miniter Co., Boston, has joined 
the Boston regional office of Kenyon 
& Eckhardt, Inc., as media super- 


visor. 








SOCONY MOBIL OIL CO., INC. 


(Compton Advertising Co., N. Y. 

& Chicago) 

This is to report some alterations in the 
listing of markets carrying Sheriff of 
Cochise, as mentioned in Oct. 22 Spot 
Report. Three new markets have been 
added to that list: wLw-p Dayton, Green 
Bay (station not yet selected) and KTTS-TV 
Springfield, Mo. Deleted from the Oct. 22 
list are the following five markets: 
Boise, Las Vegas, Los Angeles, New York 
and Salt Lake City. This brings the total 


The Continental 
Divide Station 
KXLF-TV 4 
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Ty ~~ 


Butte and Montana 





markets so far reported to 61. There 

are still six more markets which Socony 
will add to its list, but at press time these 
have not been identified. Hal Davis does 
buying from New York office, and Andy 
Zeiss, media director, handles out of 
Chicago. 


WHITEHOUSE CO. 
(Parker Advertising, N. Y.) 


This firm distributes records such as 

TOP 18 HITS, KIDDIE CHRISTMAS 
RECORDS and other collections. It has 
been testing with two- and one-minute 
spots around kid and teenage shows in 
markets like New York, Detroit and New 
Orleans. It is now in the process of rolling 
up more markets. The Christmas collections 
will be promoted up until the holiday 
season, and the campaign for TOP 18 HITS 
is expected to run through March, ac- 
cording to the agency. Charlene Hirst is 
the timebuyer. 








GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 
8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 














PROOF 
ARB Proves 


KHQA-TV 


dominates the audience in 
the Quincy-Hannibal-Keokuk 
area. 


According to the latest 
ARB, KHQA-TV leads in... 


18 out of the top 20 night- 
time shows, 9 of the top 
10 multi-weekly shows. 


_— 
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The facts are simply these: KHQA- 
TV means more audience, more 
coverage, more results. 


FULL POWER 
316,000 watts 


QUINCY 
HANNIBAL 
KEOKUK 


Live area programming, power- 
ful signal, top network shows 


KHQA-TV 


CHANNEL CBS 


LEE BROADCASTING, INC. 
Represented by WEED TELEVISION 


to serve 


AREA 


the 





IF °42'° 15 YOUR BUSINESS 
THEN THIS Is FOR YOU 


@ TIME BUYERS 

@ ESTIMATORS HA VE 
@ RESEARCHERS YOU 
@ STATION AND NETWORK REPRESENTATIVES 


@ MEDIA DIRECTORS REGISTERED 


@ ACCOUNT EXECUTIVES 
@ SALES MANAGERS /. EF T. ? 





The Radio & Television Executive Society 


presents the 1956-57 


TIME BUYING & SELLING COURSE 


November 13, 1956—March 19, 1957 


SIXTEEN LUNCHEON SEMINARS . . . LIVELY AND PROVOCATIVE... . 
OUTSTANDING SPEAKERS FROM THE ENTIRE INDUSTRY. . . 


HOTEL SHELTON TUESDAYS 12:15 p.m. 
LEXINGTON & 49th ST. e Registrants—$3.00 
First session: Nov. 13 Non Registrants—$4.00 


Registration $10 


NAME 
Send with your check NOW to: 
Time Buying & Selling Course 
Radio & TV Executives Society ADDRESS _ses» 


Hotel Biltmore—Madison Avenue 


FIRM 7 
New York 17, N. Y. 
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Washington 


TV CAMPAIGN COSTS. Although 
it is only two weeks since the election. 
we already have, thanks to the Senate 


Subcommittee on Privileges and Elec- 
tions, a fairly accurate picture of the 
importance of television in the cam- 
paign. Just on the eve of the election. 
the Subcommittee issued a voluminous 
document, entitled “Interim Report of 
1956 Presidential and Senatorial Cam- 
paign Studies.” While the report was 
timed to disclose campaign contribu- 
tions and expenditures before the elec- 
tion rather than after and to this extent 
might have had political motives, there 
can be no doubt as to the authenticity 
of the factual data it contains. This 
data was assembled and interpreted by 
such reputable persons as Prof. Alex- 
ander Heard of the University of 
North Carolina, who is serving as the 
political science consultant of the sub- 
committee. 

As part of its comprehensive inquiry 
to determine whether changes are need- 
ed in the laws governing elections, the 
subcommittee has given considerable 
attention to television. Shortly after 
the political conventions were held, it 
began contacts with the networks to 
obtain figures on time sales to the 
Republican and Democratic parties. 








Subsequently, it prepared a question- 
naire which it submitted to all com- 
mercial tv stations in the nation. 
Returns were 
proximately 85 per cent of the stations. 


That part of the subcommittee re- 


received from  ap- 


port on expenditures for television 
during the campaign is broken down 
into two periods. The first runs from 
Sept. 1 through Oct. 21 and covers the 
actual outlay by the two parties for 
the support of presidential, vice-presi- 
dential and senatorial candidates. The 
total spent for tv during this’ period 


was $2,428,000. 


OUTLAY IN DETAIL. A chart in the 
how 


shows 


report this money was 
spent: 
Democrat Republican 
Spots $ 557,000 $ 228,000 
Programs 535,000 862,000 
Total time 
charges $1,092,000 $1,090,000 


Other charges 
(production, 





etc. ) $ 69,000 $ 111,000 
Pre-emption 
charges 1,000 65,000 
Total all 
charges $1,162,000 $1,266,000 


The second period runs from Oct 
22 through Nov. 5 and covers esti 
mated expenditures of $2,094,000 as 
follows: 


Democrat Republican 


Spots $309,000 $ 514,000 
Programs 375,000 807,000 


Total time 


charges $684,000 $1.321.000 


Other charges 


(production, 

etc. ) 32.000 29.000 
Pre-emption 

charges 28.000 
Total all 

charges $716,000 $1.378,000 


that. if the 
estimate for the second period is borne 


Thus. it can be seen 
out, the total expenditures for tv dur- 
ing the campaign were $4,522,000. 
with the Republicans spending about 
$766,000 more than the Democrats. 

It is to be noted that the Democrats 
spent the larger part of their television 
outlay during the first seven weeks of 
the campaign, while the Republicans 
spent the larger part during the last 
two weeks. This would seem to indicate 
that the Republicans considered the 
last two weeks as important as the 
first seven in determining the value of 
television in winning votes. If this is 
so, then the belief, once expressed by 
such an astute politician as James A. 
Farley, that the voters make up their 
minds weeks in advance of an election 
no longer applies to modern-day 
politics. Perhaps television, which has 
already shortened the time needed for 
campaigning, is responsible. 


SPOTS AN INNOVATION. 


may be other explanations, however, 


There 


for the disparity between Republican 
and Democratic expenditures during 
the last two weeks of the campaign. It 
may be that the Democrats merely ran 
out of money and were not able to buy 
more time than they had planned to, as 
the pre-emption charges paid by the 
Republicans would seem to indicate. 
If this were so, could it have had any- 
thing to do with the outcome? The 
question may be considered more than 
academic by legislators exploring pro- 
posals to equalize funds available for 
tv among the parties. 

Also conspicuous in the subcom 
mittee figures is the widespread use of 


(Continued on page 68) 
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if you’re feeling very well 


| Memo (Continued from page 67) 


five-minute political spots, a distinct 
innovation in national election cam- 
paigning via video. During the first 
seven weeks the Democrats spent more 
for spots than for regular programs 
and twice as much as the Republicans. 
However, in the last two weeks the 
Republicans more than doubled their 
expenditures of the first seven weeks 
for this type of appeal for votes. 
The extensive use of spots seems to 
be in line with the trend toward the 
“gimmick” in tv campaigning and 
away from the straight _ political 
speech, which almost disappeared in 
the waning days of the campaign. The 
television audience, the politicians 
have learned, loses interest in watch- 
ing a candidate talk—unless he has un- 
usual appeal or can hold attention 


through supplemental techniques. 

While the actual expenditure for ty 
during the last two weeks of the cam- 
paign may raise the total figure to 
possibly $5 million, the 1956 outlay 
was still considerably less than what 
was anticipated. On the basis of cam- 
paign costs in 1952, when the Demo- 
crats spent 34 per cent of their funds 
for radio and tv and the Republicans 
spent 31 per cent, the amount was ex- 
pected to be higher, especially in view 
of the increase in tv facilities in the 
last four years. 

The subcommittee suggested that the 
use of the less expensive spots may 
have been a major factor in keeping 
costs down. Avoidance of substantial 
pre-emption charges by planning pro- 
grams in advance of the campaign. 
along with price concessions for 
political time, may also have con- 





or if yow’re feeling queerly More Viewers Have Seen Color 


Almost twice as many people have seen a colorcast this year as had 
seen one 12 months ago, Gerald Tasker, vice president and director 
of research at Cunningham & Walsh, finds after a study of reports 
from the agency’s continuing research into television habits in New 
Brunswick, N. J. 

Called Videotown 9 (the study is in its 9th year) the survey shows 
that 25 per cent of those questioned have seen color. Reactions were 
mixed, with some describing it as “wonderful” while others felt it 
was “imperfect.” About half of all tv owners said they would like to 
own a color set provided the price was right. 

Other findings in the Videotown report included: 

1. The average person now spends a little over 1] hours in front 
of his tv set weekday evenings with every indication that this pace 
will be continued until some major change-occurs in programming. 
This is a decrease over the peak viewing which was reported last 
year. 

2. Total morning viewing, Monday through Friday, for the average 
person was less than an hour in 1953 and 1955; 1144 hours in 1954 
and just over an hour in 1956. 

3. Trend in weekday afternoon viewing reached a peak of 1 hour 
39 minutes in 1954, then dropped very slightly in 1955 and again in 
1956 to 1 hour 22 minutes a week. 

4. There is a trend toward more social and leisure time activities 
which started in 1953. It was up 10 per cent in 1955 and 12 per cent 
in 1956. 

5. Movie going in Videotown suffered another set-back in 1956. 

6. Newspaper reading has not been materially affected by television. 

7. Radio listening in the morning increased from 15 per cent in 
1952 to 23 per cent in 1956. 

8. Set saturation has increased to 9] per cent while the number 
of sets sold has shown a steady decrease. 

9. Number of 2-set homes has slowly increased from 1 per cent in 
1951 to 8.7 per cent in 1956. 

10. People in Videotown interested in a color set said they would be 
willing to pay more for it this year than they did last. 


if it’s living you want most 


Lin 
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have a checkup yearly 





Many cancers can be cured if 

detected in time. That’s why 

it’s important for you to have 

a thorough checkup, including 
a chest x-ray for men and 
a pelvic examination for 
women, each and every 
year...no matter how 
well you may feel. 


. AMERICAN CANCER SOCIETY 
a 
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Wall Street Report 


Tv Stocks’ New Low. The smile of 
fortune has turned away from investors 
in the tv industry for the past few 
months. The industry has suffered a 
series of developments, few of which 
were calculated to inspire stockholder 
confidence. Barron’s tv group stock 
average hit a new low for the year of 
$40.35 per share. The high was $50.13. 

Here is a quick review of the major 
developments in the industry since the 
first half of the year. 

(1) The top executives of the three 
major networks have resigned. The 
National Broadcasting Co., the Amer- 
ican Broadcasting Co. and the Colum- 
bia Broadcasting System have had top- 
management upheavals. It is not 
unusual for a reshuffle of the brass 
to take place in the dynamic tv busi- 
but for all major units to 
experience it at almost the same time is 


ness, 


unique and naturally raises a feeling 
of concern among investors. 

(2) With few exceptions, the most 
recent reports of the industry’s corpo- 
rations have shown declines. These 
include Philco, Radio Corp. of Amer- 
ica, Emerson, ABC and CBS. The 
reasons for the decline are manifold. 
But they are there, and reasons why 
don’t change the results. 

(3) There have been more com- 
panies making headlines by moves re- 
ducing or eliminating their investment 
in the tv field than by those expanding 
These include CBS, Sylvania 
Electric and Aveo. 


in it. 


If these three developments are re- 
examined individually, it would appear 
they do lend some support to the 
reasoning of stockholders who have 
deserted the tv securities. 


Top Shake-up Effects. [n the execu- 
tive shake-up trend, little comment 
(Pat) 
Weaver’s move in stepping down from 
NBC’s board chairmanship. But a 
hattle royal accompanied Robert E. 
Kintner’s departure from ABC. And 
the ABC quarterly report that followed 
within a week gave strong evidence 
that there was strong dissatisfaction 
with the growth and _ profit-making 


accompanied Sylvester L. 


abilities of this unit of American 
Broadcasting-Paramount Theatres, Inc. 
For the nine months ending Sept. 30 
the company’s net showed an increase 
on operating profits to $1.31 per share 
from $1.20 per share a year ago. But 
in the most recent quarter ending Sept. 
30 profits declined to 34 cents per 
share from 43 cents per share a year 
ago. Leonard H. Goldenson. AB-P'1 
president, made it clear in his remarks 
that he did not think sales of network 
time were as big as they could be, and 
added that income from the important 
Vickey Mouse Club show had declined. 

J. L. Van Volkenburg’s resignation 
from the top CBS tv network post 
passed virtually without comment after 
the ABC furor, but not without Wall 
Street traders noting it as a sign of the 
times. Mr. Kintner meanwhile bounced 
into a top post as executive vice pres- 
ident of the NBC board. Whether in 
that post he will be in a position to 
vindicate some of the policies he ad- 
vocated at ABC is debatable. NBC is 
entrenched, well-heeled financially and 
untroubled by the time-clearance prob- 
lems that bothered him at ABC. 


Profit-dip Factors. 


number of factors involved in the drop 


There are a 


in profits. 

Tv-set sales have declined about 12 
per cent from the 1955 level in the 
first nine months of this year. 

The most popular type of tv set sold 
over the past few months has been the 
small portable units with lower prices 
and lower profit margins. 

The fact that some set-makers are 


dropping out of the field has loaded 


retail outlets with inventories that are 


comparatively cheap or price-cut. 


Their tickets are naturally holding 
down the profit margins of the other 
producers. 

The threatened advent of large-scale 
color has been holding down sales of 
black-and-white sets, while the sale of 
color sets has not picked up propor 
tionately. 

There has been a sharp increase in 
labor and material costs for the in 
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Wall St. (Continued trom page 69) 


dustry, while prices have not risen at 
the same time to keep pace with those 
increases. 

Most—but not all—of these factors 
were involved in RCA’s report of an 
earnings decline in the third quarter 
and the nine-month period of 1956. 
Profits dipped 8 cents to 50 cents per 
share in the third quarter, while for 
the nine months ended Sept. 30 profits 
per share were off 22 cents. 

It’s possible that for the full year 
RCA will be able to show earnings 
equal to those of last year. This will 
depend on how the company handles 
its reserve funds. RCA traditionally 
has strong reserve amounts, and if it 
follows its usual pattern of not dipping 
into this reserve, earnings for the year 
may not match those of 1955. 


Industry Prunings. The pruning of 
the tv industry corporate tree has been 
attracting more and more attention. 
In the last three years over 50 set- 
makers have dropped out of the field 
and at least one network. 

This is a natural and healthy trend, 
to be expected in any industry, and 
virtually every major one has been 
through such a period. Tv as a new 
industry has had its birth, growth and 
pruning into a 
period than most industries. And the 
action of CBS and Avco in dropping 
out of the set-making field and Syl- 
vania in closing a tube plant has drawn 


telescoped shorter 









Johnson City, Tenn. 


KEY TO SALES 


in one of America’s 
fastest growing industrial areas! 


316,000 WATTS ... POPULATION 1,612,370... 
398,143 HOMES 
CBS « ABC « Rep. by John E. Pearson Co. 


70 November 19, 1956, Television Age 


WJHL-TV 


extra attention to this situation. 
IT&T, Stromberg Carlson, Borg- 
Warner and Raytheon are among the 
companies that have sloughed off un- 
profitable tv operations in the past 
few years. The chances are that there 
will be several more contractions and 
mergers in the next year before 
“strong hands” are developed and a 





Speedy is 4 
The sprightly little fellow that 
has been leading the parade of 
Alka-Seltzer boxes in a campaign 
against stomach upset is cele- 
brating his fourth birthday. And 
while Speedy hasn’t grown much 








in size, his stature and reputa- 
tion have increased immeasur- 
ably since his birth in 1952. 

It was in the spring of that 
year that Speedy made his debut 
in publication advertising. The 
decision to make him “come to 
life” on television was made the 


following year. To animate this 





cheerful, six-inch high salesman, 
a series of different heads and 
legs are needed. So that while 
Speedy may not have the exten- 
sive wardrobe that most tv stars 





possess, he certainly is in a class 
by himself with 59 heads (for 
a 60-second commercial). 

In four years, Speedy has 
gained almost international re- 





known. He goes under the alias 
Prontito in Latin America. His 
fame brings daily requests for 
autographed pictures into the of- 
fices of Miles Laboratories. 
Speedy’s tv career on commercial 
film has been left in the hands 
of Swift-Chaplin Productions, 
Hollywood, under the supervi- 
sion of Miles Pike. Booth Luck. 
of Geoffrey Wade Advertising. 
has handled the agency writing 
and production chores. 





HUH UEU Ean enoeae 








period of steady and stable growth 
comes into being. 

For the future there are a number 
of developments that are promising for 
investors. 

The inventory of discontinued sets 
will be worked off, and prices of the 
remaining brands will be higher, re- 
turning a fatter profit margin. 

Sales of color receivers should im- 
prove. RCA, for example, sees its 1957 
output as between 200,000 and 500.- 
000 sets. There are, according to the 
latest TV AGE set count, 124,200 color 
units on the market now. If RCA or 
DuMont, using the chromatic tube, is 
able to knock retail prices down to 
the $300 level for color sets, the 
chances are that some of the down- 
ward price pressure will be eased and 
sales will improve. That in turn will 
spur increased use of color by spon- 
sors. 

The strengthening of tv program- 
ming through the entrance into the 
medium of the major Hollywood film 
companies should increase its appeal 
for advertisers still outside the tv pale. 
Thus on both network and spot adver- 
tising levels there should be an in- 
crease in revenue. 


High-Low Last 
Stock ; 1956 Quote* 
ABC 32%- 22% 24% 
ADMIRAL 22%- 15% 15% 
AVCO 7T%- 5% 6% 
CBS 32%- 225% 30 
DUMONT LABS 10 - 5% 5% 
EMERSON 13%- 7 7% 
GENERAL ELECTRIC 65%4- 52% 61% 
HOFFMAN 25%- 20% 21% 
MAGNAVOX 4] 32% 32! 
MOTOROLA 51%4- 40% 135% 
NATIONAL TELEFILM 9%- 3 8 
PHILCO 36%4- 18% 18% 
RCA 50%- 36% 38% 
RAYTHEON 19%- 13 16 
STORER 29%- 22% 264. 
SYLVANIA 35%- 42 49\, 
WESTINGHOUSE 65%- 51% 54% 
ZENITH 141%- 101 110% 


Over-the-Counter Stocks 


Bid-Askedi 
CONSOLIDATED TV 1744-18% 
OFFICIAL FILMS 2 -2% 


*As of the close, Nov. 7, 1956 


tAs of Nov. 7, 1956 





or 


Report by Markets, 
November 19, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the fig- 
ures and their sources, contact the sta- 
tions. Outlets equipped to carry net- 
work or local color are listed with the 
number of color sets in each market, 
where such figures are available. Aster- 
isks indicate stations equipped for col- 
but which have submitted no 
figure. Italics indicate stations not yet 
on the air, channel numbers and target 
dates. Daggers (+) 
station has asked that no set count 
figure be published. 


In addition to set figures two prin- 


indicate that the 


cipal executives of each station are 




















listed. 
Totals 
Total commerical stations: 471 
Total markets: 302 
Total estimated b&w sets: 38,624,000 
Total estimated color sets: 124,200 
City Station Vhf Uhf Color 
ALABAMA 
Birmingham WABT 370,000 __— 
Henry P. Johnston, p. & mng. d.; 
—— F. Grisham, v.p. chg. 
sls. 
WBRC-TV 366,400 200 
J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, gen. sls. m. 
Decatur WMSL-TV 33,000 —_ 
Frank Whisenant, p. & g. m.; 
Louis C. Blizzard, st. m. 
Dothan WTvy 37,500 _ 
F. E. Busby, exec. v.p. & g. m.; 
Jerry L. Williams, sls. m. 
Mobile WALA-TV 200,000 3,500 
W. B. Pape, exec. v.p. & g.m.; Jim 
McNamara, mng. d. & nat. sls. 
WERG-TV 187,500 *— 
C. P. Persons, Jr., v.p. & g. m. 
Montgomery WCOV-TV 79,500 25 
) Hugh M. Smith, g. m 
Morris South, loc. sls. m 
WSFA-TV 146,969 61 
Hoyt Andres, v.p. & st. m.; Robert 
L. Tuttle, nat. sls. supv. 
ARIZONA 
Mesa KVAR (see Phoenix) 
Phoenix KOOL-TV_ 175,000 500 
Kenneth Morton, st. m. & sls. m. 
KPHO-TV 150,000 
] Richard B. Rawls, g. m. ; Howard 
Stalnaker, asst. st. m. 
KTVK 165,000 150 
ao Van Duzer, st. m.; Burton 
. LaDow, c.m. 
KVAR 141,480 bd 
—, eng oe m.; B. W. ( Bill) 
Tucson KDWLTV ~ "78,500 50 
D. W. Ingram, p. & g. m.; James 
. Hays, st. m. 
KOPO-TV 58,839 — 
E. S. Mittendorf, g. m.; Bernie 
Perlin, sls. m 
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Set Count: 








City Station Vht Uhf Color 
KVOA-TV 55,400 
Clinton D. McKinnon, p. & g. m. 
W. R. (Duey) DuBois, m. 
Yuma KIVA 27,500 
Ray C. Smucker, g. m. Richard 
Newland, sls. m. 
ARKANSAS 
El Dorado KRBB 49,000 
Bruce B. Compton, st. m. & sls. m. 
Fort Smith KFSA-TV 40,600 — 
J. W. Slates, g. m.; Roland Hund- 
ley, ¢. m. 
Little Reck KARK-TV 159,904 200 
T. K. Barton, v.p. & g. m.; Lee 
Bryant, c. m. 
KATY (see Pine Bluff) 
KTHV 161,222 60 
. eae g. m.; Wm. V. 
utt, ¢.m. 
Pine Bluff KATV 118,694 *— 
John H. Fugate, z m.; Ben 
Holmes, nat. sls. 
Texarkana KCMC-TV (see Sanathene, Tex.) 
CALIFORNIA 
Bakersfield rg aed 100,000 — 
. H. Constant, v.p. & g.m 
KERO.TV 153,000 450 
Gene DeYoung, p. & g. m.; Ed 
Urner, v.p. & nat. sis. m. 
Chico KHSL-TV 70,900 — 
M. F. Woodling, st. m.; George 
Ross, nat. sls. m. 
Eureka KIEM-TV 35,000 -- 
Donald H. Telford v.p. & st. m. 
W. Edwin Smith pgm. superv. 
Fresno KFRE-TV 252,229 500 


Los Angeles 


Redding 


Sacramento 


San Diego 


Tijuana, Mex. 


San Francisco KGO-TV 


Edward J. Frech, v. p. & st. m.; 
Robert Klein, nat. sls. m. 
173,000 500 
Joseph 2 v.p. & g. m.; W. 
O. Edholm, c.m. 
KMJ-TV 170,000 400 
Perry Lae a st. m.; Wilson Lef- 


ler, 

KABCTV "2,368, 464 

Selig J. Seligman, g. m.; Elton 
Rule, gen. sis. m. 

KCOP 2,580,884 _— 


Jack Heintz, v.p. & g. m.; Amus 
Baron, sls. m. 
KHJ-TV 2,545,399 


Thomas C. McCray, v.p. & g.m.; 
James Parks, sis. m. 

KTLA 2,511,895 3,527 

Lew Arnold, g. m.; Robert Mohr, 
z. sls. m. 

KTTV 2,545.399 — 

Richard A. Moore, p. & g. m.; 
John R. Vrba, v.p. chg. sls. 
VIP 


George C. Fleharty. p. & g. m. 
KBET-TV 366,550 750 
John H. Schacht, v.p. & g. m.; 
George J. Kapel, sis. m. 
KCCC-TV 210.000 _ 
A. J. Richards, g. m. & nat. sls. ; 
Ralph Guild, loc. sls. m. 
KCRA-TV 356,840 1,500 
Ewing C. Kelly, p. & g. m.; Robert 
F. Kelly. nat. sls. m. 
KGMS-TV—(46) Dec. ’56 
KSBW-TV 349,924 _ 
John C. Cohan, p. & g. m.; Gra- 
ham H. Morre, sls. d. 
KFMB-TV 449,928 200 
George Whitney, v.p. & g. m.; Bill 
Fox, g. sls. m 


KFSD-TV 407,000 225 

William E. Goetze, g. m.; Jay 
Grill, sls. m. 

XETV 406,123 = 


Julian M. Kaufman, v.p. & g. m.: 
William G. ie bus. m. 
1,204,02) = 
James H. Pm v.p.; David M. 

. gen. sis. im. 





City 


Station Vht Unt Color 





San Jose 


San Luis 
Obispo 


Santa 
Barbara 


Stockton 
Tulare 


Colorado 
Springs 


Denver 


Grand 
Junction 


Montrose 


Pueblo 


Bridgeport 
Hartford 
New Britain 
New Haven 


Waterbury 


Wilmington 


KPIX 1,200,000 
Philip G. Lasky, 
Simon, sis. m. 
KRON-TV 1,206,717 
See, g. m.; 

310,000 = 


Richard P. Bott, g. m.; Bob Kane, 
nat. sis. m. 


KNTV 545,479 
Fran Ceased, g- m.; Hal Chase, 


KVEC-TV 108,114 

Les Hacker, g.m.; Si Darrah, c. m. 

KEY-T 227,918 _ 

Colin M. Selph, p.; Thomas C. 
Chace, rgn!. sis. m. 

KOVR 1,131,890 = 

Terry Hamilton Lee, p. & g. m.; 
ow. Watson, v.p. chg. sls. 


250,000 — 
Bob Lee, opertns.; Ron Freeman. 
g. m. & sis. m. 


COLORADO 
KKTV 68,820 _ 
James D. Russell, p. & g. m.; 
Robert D. Ellis, v.p. & nat. sls. 


KRDO-TV 44,000 _ 
Harry W. Hoth, Jr., p., g. m. & 


sis. m. 
KBTV 382,652 
Joseph Herold, st. m. ; 
nat. sis. m. 
KLZ-TV 394,864 542 
Hugh B. Terry, p. & g. m.; Jack 
Tipton, g. sis. m. 
KOA-TV 394,864 542 
, Grant. p. & g. m.; Wil- 
1 7. Sal, g. sls. m. 
KTVR 394,8 _ 
Hugh Ben La — ie v.p.&¢ 
m.; Arthur C. Stringer, nat. sls 


m. 
KREX-TV 19,205 
Rex G. Howell, p. & g.m. & sls 
m.; John L. Robinson, v. p. & 
tv d. 
KFXJ-TV — 
(Satellite of KREX-TV, Grand 
Junction) 
KCSJ-TV 56,000 _ 
Ray J. Williams, p. & g. m.; Jim 
Croll, loc. ¢.m. 
CONNECTICUT 
WICC-TV 72,340 — 
Philip Merryman, p. & g. m.; 
Manning Slater, sis. m. 
WHCT 360,000 
Harvey J. Struthers, g. m.; 
Mont Thompson, g. sls. m 
WKENB-TV 373,596 
Peter B. Kenney, exec. v.p. & 
g-m.; David Scott, nat. sls. m 
WNHC_TV 948,702 500 
Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 
WATR-TV 217,554 _ 
Samuel R. Elman, g. m. & ¢.m 


DELAWARE 


WPFH 2,051,000 _ 
Glenn Lau, c. m. 


1,500 
st. 1 m.; 


1.112 
Norman 


John Henry, 


La- 


” 400 


DISTRICT OF COLUMBIA 


Washington 


WMAL-TV 600,000 — 

Frederick S. Houwink, g. m.; Neal 
J. Edwards, sis. m. 

WRC-TV 54,000 2,500 

Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sls. 

WTOP-TV 704,300 175 


George F. Hartford, v.p. chge. tv; 
Robert A. J. Bordley, sis. d. 

WTTG 730,000 

James Anderson, g.m.; 
Walders, nat. sis. m. 


(Continued on page 72) 


Perry 





New Station 


KSIX-TV 


Tex. 


(10) Corpus Christi, 


begar. Sept. 30. Affiliate: CBS. Vann 
M. Kennedy, pres., 1.33 per cent; Guy 
I. Warren, v.p., 13.33 per cent; Charles 


R. Manning, v.p., .66 per cent; 
E. Burney, sec 
H. Burney, treas., 


Cecil 
., 1.33 per cent; James 


.666 per 


cent; 


Corpus Christi Broadcasting Co., Inc.. 


51.133 per cent; 58 others, none own- 
ing more than 3 per cent. H-R Tele- 
vision, Inc. & Clarke Brown Co. 


(south) , 
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Set Count (Continued from page 71) 





City Station Vhft Uhf Color 
FLORIDA 
Daytona WESH-TV 60,000 ca 
Beach T. S. Gilchrist Jr., v. p. & g. m.; 
Walter Strouse, st. & c. m. 
Fort Ww 75,000 — 
Lauderdale C. Edward Little, g.m.; Mike Kor- 
man, sis. m. 
Fort Myers WINK-TV 23,500 -— 
A. J. aes = & sis. m. 
Jacksonville WJHP-T 8 50 
T. s. Gilchrist, See g. m.; Willaru 
Fraker, sls. 
WMBR-TV 295,000 _— 
Glenn Marshall Jr., p. & g.m.; 
David H. Booher, g. sls. m. 
Miami WCKT 380,000 1,480 
James M. LeGate, st. m.; Robert 
L. Fidlar, sls. m. 
WGBS-TV 278,869 403 
Waiter Koessler, mng. d.; Dick 
Sloan, sls. m. 
witvd 380,000 1,550 
Lee Ruwitch, exec. v.p. & g.m.; 
John S. Allen, v.p. chge. sls. 
Orlande WDBO-TV_ 173,692 40 
Harold P. Danforth, Sr., p., g. m. 
& sis. 
Panama City WJDM 31,000 a 
Harry C. Babb, st. m.; Byron 
Hayford, sls. m. 
Pensacola WEAR-TV 152,500 20 
Mel Wheeler, p. & g. m.; Milt de 
Reyna, Jr., asst. g.m. 
st. WSUN-TV 215,500 _ 
Petersburg Fred Shawn, g.m.; Bernard L 
Kobres, sls. d. 
Tallahassee WCTV (see Thomasville, Ga.) 
Tampa WFLA-TV 340,000 1,000 
George W. Harvey, v.p. & g. m.; 
William B. yen sis. m. 
wt 320, 000 600 
P. Ay Sugg, g-m.; John Haberlan, 
West Palm WEAT-TV 90,000 
Beach — a. ete g.m.; Ed J. Hen- 
winocrv” " 297,015 — 
Theodore A. Eiland, g.m.; W. F. 
Housner, sls. m. 
GEORGIA 
Albany WALB-TV 45,000 = 
James “y" Gee, p.; Tom Still- 
wagon, 
Atlanta WAGA-TV. 542 900 500 
Glenn Jackson, v.p. & mng. d.; 
wife ® W. Collins Jr., asst. mng. 
f 
LW-A ” 556, 400 
Harry 1 LeBrun, g. m.; Guy Tiller, 
WSB-TV 545,210 350 
John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. 
Augusta WJBF 211,506 310 
— M. Kelly Jr., v.p. & g. m.; 
‘om J. ean sls. m. 
WRDW.TV 182,10 
+> = g- a ; Lou Stratton, 
Columbus WDAK-TV 136,959 60 
: , St. m.; Joe Wind- 
WREL-TV 187,327 = 
— * Bell, g. m. ; George Salliton. 
Macon WMAZ-TV 117,778 *__— 
Wilton E. Cobb, g. m.; Frank 
Crowther, c. m. 
Rome WROM-TV 174,330 — 
Ed McKay, m.; Chas. Doss, c. m. 
Savannah WSAV-TV 150,501 100 


Harben Daniel, p. & g. m.; H. M. 
(Mack) Humpidge, c. m. 

WTOC-TV 153,06 50 

W. T. Knight _ p. & g. m.; 
Ben Williams, v.p. & c. m. 





Divide Station 
KXLF=TV 4 


Ut Z 


\NA\ 
= => COPPER STRIKE— 


BOOM TOWN 
Mi 


~ 


NS 


Butte and Montana 
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John S. Hayes, president of the Wash- 
ington Post Broadcast Division, has 
been appointed chairman of the Broad- 
casting Telecasting Advisory Board for 
the Bureau of Naval Personnel. The 
Washington Post Broadcast Division 
has recently negotiated the purchase 
of wacGa-Tv Atlanta from the Storer 
Broadcasting Co. for $6.5 million. The 
purchase is subject to FCC approval. 
The division owns and operates WTOP- 
Tv-AM Washington and WMBR-TV-AM 





Jacksonville. 
City Station Vhf Uhf Color 
Thomasville WCTV 85,686 _— 
L._ Herschel Graves, g. m.: W. L. 
. nat. sis. m. 
IDAHO 
Boise KBOI-TV 67,100 a 
Westerman Whillock, p. & g. aE 
Earl Glade Jr., st. m. & c. 
KIDO- 85,000 
Georgia M. Davidson, p. & g. m.; 
George Ganz, sls. m. 
Idaho Falls gag 54,808 
i. » Same, g. m.; Claude Cain, 
» 
Lewiston KLEW-’ -TV 82,000 - 
bat gy “Pete” Thomas, g. m.- 
8 
Twin Falls KLIX-TV 23,100 


Bloomington 


Champaign 


Chicago 


Danville 


Decatur 


Harrisburg 
Peoria 


Quincy 


Rockford 


Frank C. McIntyre, v.p. & g. m.; 
Joe Gibney, sls. m. 


ILLINOIS 


WBLN-TV 55,000 

Worth S. Rough, p. & g.m.; Bill 
Stevens, asst. m. & sls. m. 

WCIA 334,710 

—. Cc. =m, p.; Guy Main, 


sls 
wEBM TV 2,323,200 1,000 
H. Leslie Atlass, v.p. & g. m.; 
George Arkedis, sls. m. 
WBKB 2,397,500 
Sterling C. Quinlan, v.p. ; Matthew 
F._Vieracker. gz. m. 
WGN-TV 2,397,500 


Ward Quaal, v.p. & g. m.; Theo- 
dore Weber, sis. m 
WNBQ 2,287,000 3,500 


Jules Herbuveaux, v.p. & g. m.; 
Floyde Beaston, sls. m. 

WDAN-TV 50,000 

Max a st. m.; John D. Eck- 


190,000 
L. Shellabarger, p. & g. m.; 

ebert, Wright, st. m. 

WSIL-TV 34,692 

O. L. Turner, st. m. 

WEEK-TV 244,420 1,137 

Fred C. Mueller, g. m.; William 
J. Flynn, c. m 


WTVH-TV 244,420 1,137 

Harold V. Lge ge I g. m.; William 
P. Pipher, s 

KHQA-TV 149, 060 19 

—— Deca g-m.; Paul Mil- 

weEM-TV ™ 153, 000 bod 


Joe Bonansinga, g. m.; J. Ben 
Stewart, c. 

WREX-TV 278,004 000 

Joe Baisch, g.m.; Al Bilardello. 
loc. sls. m. 

WwTvo 

Harold Froelich, 
Ruppe, sls. m. 


6,000 =_ 
g-m.; Edward 








Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 
Mason City 


Ottumwa 
Sioux City 


Waterloo 


Goodland 
Great Bend 


Hutchinson 
(Wichita) 

Pittsburg 

Topeka 


Wichita 


Henderson 
Lexington 


Louisville 


City Station Vhf Uhf Color 
Rock Island WHBF-TV 317,420 500 
Les:ie C. Johnson, v.p. & g. m.; 
ae Corken, asst. g. m. & 
sls. 
Springfield wics 115,500 a 
Milton D. Friedland, g. m.; War- 
ren King, loc. c. m. 
INDIANA 
Anderson pa TV—(61) Winter '56 
Bloomington 647,781 
} 4 Lemon, = m.; Frank Wil- 
lis, nat. sls. m. 
Elkhart SJV-TV 215,814 — 
Paul C. Brines, g. m.; R. Morgan 
Lumpp, sls. prom. d. 
Evansville WFIE-TV 132, 108 1,200 
Ted Nelson, v. p. & g. m.; Robert 
Dean, sls. m. 
witvw 
Rex Schepp, p. & ¢ 
WEHT (see Tendeseee. Ky.) 
Fort Wayne WKJG-TV 148,064 100 
Edward G. Thoms, v.p. & g. m.; 
Carleton B. Evans, c. m 
WIN-T (see Waterloo) 
Indianapolis WFBM-TV 660,000 3,200 
Wiliam F. Kiley, g. m.; Don 
Menke, c. m. 
WISH-TV 660,000 1,000 
Robert B. McUonnell, v.p. & g.m.. 
George Diefenderfer Jr., d. nat. 
sis. serv. 
Lafayette WFAM-TV 115,900 150 
OQ. E. Richardson, p., g-m., & sls. 
m.; Henry Rosenthal, asst. m. 
Muncie a a 107,250 20 
W. F. Craig, v-p. 
Seuth Bend WNDU-TV 176,700 400 


Bernard C. Barth, v.p. & g. m.; 


William Thomas Hamilton, sls. 
m. 
WSBT-TV 185,000 50 
Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sis. m. 
WTHI-TV 206,420 35 


J. M. Higgins, g. > ; George A. 
Foulkes, nat. sis. 

139, 625 ° 

Ben B. Baylor, Jr., v.p. & g. m. 

Robert C. Currie, Jr., prog. m 


IOWA 
WOI-TV 325,000 —_ 
oe . Mulhall, g. m.; Don 
Peterson, pgm.-sls. serv. 
KCRG-TV 325,977 _ 
Edna A. Herbst, g.m.; John F. 
Cundiff, sls. m. 
WMT-TV 219,738 150 


William B. Quarton, v.p. & g. m.; 
Lewis Van Nostrand, g. sis. m. 
Wwuu-rv 317,902 — 
Ernest C. Sanders, resident m. 
Mark Wodlinger. resident sls. m. 

KRNT-TV t 
Robert W. Dillon, v.p. & g. m.; 





Panl M. Elliott, c. m. 
WHO-TV 294,000 100 
Pav! A. Lovet. v.p. & res. m.; 

Robert Harter, sls. m. 

KQrv 36,812 _ 


Edward Breen, p. & g. m.; Max 
Landes, sls. m. 
KGLO-TV 135,922 
Herbert R. Ohrt, ex. v.p. & g. m.; 
Welter Rothschild, nat. sls. m. 

KTVO (see Kirksville, Mo.) 
KTiV 204,317 500 
Dietrich Dirks, p. & g. m.; L. L. 
McCurnin, sls. m. 
VT 183,000 300 
Donald D. Sullivan, g. m.; Robert 


B. Donovan, c. m. 


KWWL-TV 324,866 300 
R. J. McElroy, g. m.; Don E. 
Inman, sis. d. 
KANSAS 
KWGB-TV—(10) Dec. ’56 
KCKT-TV 144,350 — 
Victor E. Baum, mng. d.; Otts 
Cowan, c. m. 
KTVH 234,125 100 


Howard O. Peterson, g. m.; E. W. 
Dallier, g. sls. m. 

KOAM-TV 161,851 

R. E. Wade, g. & sls. m. 

WIBW-TV 575, 712 383 

a he Ludy, g. m.; Hilton Hodges, 
sls. 

KAKE-TV 235,620 

Martin Umansky, g. m. ; Donivan 
D. Waldron, nat. sls. 

KARD-TV 265,430 1,000 

William J. Moyer, exec. v.p. & g. 
m.; Don Sbarra, sls. d. 


KENTUCKY 


WEHT 131, 242 75 
Cecil M. Sansbury, g. m.; Charles 
C. Palmisano, sls. m. 
WLEX-TV 
Earl L. Boyles, ex. v.p. & g. m. 
Jim Pennock, sls. m. 
WAVE-TV 506,966 100 
Nathan Lord, v.p. & g. m.; Ralph 
on, c. Mm. 














City Station Vhft Uhf Color 
WHAS-TV ——t _ 
Victor A. Sholis, d.; Albert J 
Gillen, sls. 4. 
LOUISIANA 
Alexandria KALB-TV 126,400 
Willard L. Cobb, g. m.; Servis. 
Reuben, nat. sis. m. 
Baton Rouge WA 104,000 — 
Tom E. Gibbens, p. & g. m.; Ron 
Litteral, “7 
WBRZ 177171 150 
Douglas Manship Jr., p.; Guy Cor- 
lev, sls. m. 
Lafayette KLFY-TV 78,000 20 
James W. Lucas, g. m.; Quitman 
Henley, sls. m. 
Lake Charles KP'C-TV 103,005 — 
Pelham Mills Jr., g. m.; Art 
Reuben, sls. m. 
KTAG-TV 62, 167 — 
William F. Hession, g. m.; Harper 
Clarke. asst. m. sls. m. 
Monroe KNOE-TV 305,900 120 
Paul H. Goldman, v.p. & g. m.; 
ack Ansell, Jr., tv tv sls. & prom. 
New Orleans WDSU-TV 399,868 740 
Ret D. Swezey, ex. v.p. & g. 


Shreveport 


Bangor 


Louis Read, v.p. & c. m. 
WIMR-TV 160,000 550 
George A. Mayoral, v.p. & g. m.; 

Martin McAnuiiffe, c. m. 
KSLA-TV 176,500 25 
eee S. Linam, st. m.; Deane 

R. Flett, sls. m. 
KTRSTV" 209.695 200 
Patrick J. White, st. m.; Joe B. 

Foster, c. m. 


MAINE 


WARI-TV 107,000 100 
Leon P. Gorman Jr., v.p. & g. m.; 
Robert McCausland, sls. m. 
W-TWO 88,500 _ 
Murray Carpenter, o. & g. m.: 
Rudolph ns, v.p. & bus. m 


Poland Spring } 4 gf 272. 


Portland 


Presque Isle 


Baltimore 


Salisbury 


Adams 
Roston 


Springfield 


Ann Arbor 


Ray City 


Cadillac 


Detroit 


nm H. Norton, Jr., v.p. & em.: : 
7 Tiemer. sls. m. 


WCSH-TV 190,200 106 
et s. <r st. m.; Bruce C. 
WOAN-TV” 185.000 100 
Creighton E. Gatchell, v.p. & 


¢. m.: Richard E. Bates, sis. m. 
WAG 
Harold D. <~a g. m. ; Forrest 


Craig, s 


MARYLAND 


WAAM 691, 556 
Ken Soe g. m.; Pel Schmidt, 


WBAL-TV 690.723 650 
Leslie H. Peard Jr., v.p. & st. m.; 
Willis K. Freiert, asst. st. m. & 


sis. m. 
WMAR-TV 702,606 1,100 
BE. K. Jett, Ie & d.; Ernest A. 
Lang. c. 
wroc-tv 55,815 ms 
John W. Downing, p.; Charles J. 
itt, v.p., g. m. & nat. sis. m. 


MASSACHUSETTS 

WMGT—(19) Winter ’56 

WBZ-TV 1,420,106 64 

F. A. Tooke, g. m.; C. H. Masse, 
sis. m. 

WNAC-TV 1,420,106 _— 

Norman Knight, ex. v.p. & g.m.: 
Thomas H. ; eee sls. serv 
& nat. sis. 


WMUR-TV ey Manchester, N.H.! 
WHYN-TV 240, oo 145 
Charles N. DeRose, g. m.; Patrick 


J Montague, c. m 
WWLP 240,000 230 
William L. Putnam, g. m.; James 
H. Ferguson Jr., sls. m. 


MICHIGAN 


WPAG-TV 31,000 = 

Edward F. Baughn, v.p. & g. m.; 
Kenneth MacDonald, sls. m. 

WNEM-TV 312,555 

James Gerity Jr., p. & g.m; John 
J. Keenan, g. sls. m. 

Wwtv 388,305 

Gene Ellerman, g. m. & sls. m.; 
ne Sebastian, prom. & merch. 


CKLW-TV 1,568,000. 
. E. Campeau, p. & g. m.; C. E. 
* deat g. yo ™. 

WIBK-TV 1,650,000 

Bill Michwels v.p. & mng. d.; Kate 
McKenney, loc. sls. m. 

WW4J-TV 1,620,000 1,800 

Edwin K. Wheeler, g. m.; Don 
DeGroot, asst. g. m. 





Jerome R. 





(Tad) Reeves, director of 


programs and operations at WBNS-TV 
Columbus since 1950, has assumed the 
post of general manager of KDKA-TV 


Pittsburgh. 


Announcement was made 


by Harold C. Lund, Westinghouse 
Broadcasting Co. vice president in 


Pittsburgh. 


Station Vhf Uhf Color 





City 
Flini 

Grand Rapids 
Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


Austin 


Duluth 
(Superior, 
Wisc.) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 
Hattiesburg 


Jackson 


Meridian 


“Teattin 


WXYZ-TV 1,568,000 
James G . p. & g.m.; Ralph 


Dawso 
WIRT_(12) Dec. ’56 
WOOD-TV 583,788 500 
Willard gee g. m.; Arthur 


M. Swift, gen 
—*, 62, se" 
Car! & mng. d.; 


Lee, 

Donald w. ‘DeSmit, sls. m. 
WJIM-TV 450,000 250 
Harold F. Gross, p. & g. m.; How- 

ard rue. v.p. 


\ G. aetion. 0 g- Py ye ™ P. 
Frankel. 
wWDMJ-TV 50, 0,600 
. H. Treloar, g.m.; Robert Luke, 
160,000 45 
William J. Edwards, g. m.; Robert 
M. Chandler, six. m. 
WPBN-TV 59,998 


John Anderson, st. m.; R. E. Det- 
wiler, ¢. m. 


MINNESOTA 
KMMT-TV 116,500 
aa Loffier, m.; Don Jones, sis. 


KDAL-TV 127,500 
Dalton Le Masurier, g. m. ; Odin 


WDSM-TV 123,000 200 
Cc. D. Tully, g-m.; Thomas Gavin, 
gz. als. m. 


KMGM-TV 630,000 





Donald P. Menard, g. m.; Lew 
Dickey, g. sls. m. 

KSTP-TV 615,000 200 
Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 
wcco-TV 400 
¥. Van Konynenburg, exec. v.p. & 
g.m.; Robert N. Ekstrum, sls. m. 


WTCN-TV 600,000 — 
Mi'ler C. Robertson, v.p. & g. m.; 
David Cole, loc. sls. m. 
KROC-TV 120,000 55 
Willard Lampman, st. m.; Gerald 


A. Regnier, prom. pub. rel. d. 
MISSISSIPPI 

WCBI-TV 45,000 

ba > apt agony st. m.; W. W. Whit- 
ie 

WDAM-TV_ 67,500 15 

— Reuben, g.m.; Teck Jones, 
sis. Mm. 

WITV 152.000 own 


Owens F. Alexander, st. m. & nat. 
sls. m.; Bill Carlier, loc. sls. m. 

WLBT 175,000 150 

Fred Beard, m.; Frank Gentry, 
sls. m. 

WTOK-TV 83,000 10 

Wright, p. & g. m. 


William B. Crooks Jr., v.p. g 
c. m. 


wIwv 
Frank K. Spain, p 
MISSOURI 
KFVS-TV 
Robert O. 
Ramey, 





155,400 25 
Hirsch, m. of tv; Jack 
m. 





City 
Columbia 


Hannibal 


Jefferson City we mtg 


Joplin 


Kansas City 


Kirksville 


St. Joseph 


St. Louis 


Sedalia 


Springfield 


Billings 


Butte 


Great Falls 


Missoula 


Hastings 

Hayes Center 

Holdrege 
(Kearney) 


Lincoln 


Umaha 


Scottsbluff 


Henderson 


Las Vegas 


Reno 


Manchester 


Station Vhf U hf Color 


KOMU-TV 100,011 
Edward Lambert, g. m.; John 0. 


canes, ¢.m. 

KHQA-TV (see Quincy, Ill.) 
102,515 

~~ g- m.; Ron Maz- 


well, sls. 
KSWM-TV "115,500 20 
Austin A. Macstesn. 3: DBD. F 


KCMO-TV 600, 268 734 
E. K. ppctemewer. g. m.; SS. B 


Tremble, c 
KMBC-TV ‘494,323 118 
John T. Schilling, v.p. & g. m.: 
George J. Higgins, v.p. & sls. m 
WDAF-TV 600,268 734 
Wm. 4 ~ st. m.; E. 


Russo, sis. 
KTVO — 222.9 
mens 5 Allison, st. ag ; Elmer Smith, 


KFEQ.TV 167,448 _ 
Glenn G. Griswold, g. m.; A 


Manne 


+ ins 
p. & g. m.;: 
v.p. & sis. d 





E. Carmichael, 
KDRO-TV 57,000 
H. W. Brandes, g. m.; 


4 Jimmy 
Glenn, sls. m. 


R. L. Stufflebam, co-mer. 
Carl Fox, co-mgr. 


MONTANA 
KOOK-TV 29,000 
Vv. V. “Bud” Clark, g. m.; 
H. Conner, ¢ ™. 
KXLF-TV 37,708 a 
E. B. Craney, p. & m.; Arne 
Anzjon, sis. m. 
KFBB-TV 29,000 — 
J. P. Wilkins, p. & g. m.; W. C 
Blanchette, «et. m. & c. m. 
KGVO-TV 32,000 
A. J Mosby, p. & m.; 
Canaday, sls. m. 


John 


Richard 


NEBRASKA 
KHAS-TV 80,180 *— 
Duane L. Watts, g. m.; Harry 
Packard, sls. m. & opertns. m. 
KHPL-TV 120,000 21 
F. Wayne Brewster, p. (Satellite 
of KHOL-TV. Holdrege). 


KHOL-TV 120,000 1 

Jack Gilbert, st. m., Paul Frey- 
gang, renl. a. e. 

KOLN-TV 155,438 — 

A. James Ebel, g. m.; Lester C 
Rau, sls. m. 

KMTV 387,242 1,500 

Owen Saddler, vp. & g. m.. 


Arden Swisher, g. sls. m. 
WOW-TV 375,939 150 
Frank P. Fogarty, v.p. & g. m., 

Fred Ebener, nat. sls. m. 

KSTF 
Wil'iam C. Grove, g. P. 
Cehill, ¢. m. (Satellite < of KFBC. 

TV Cheyenne, Wyo.) 





NEVADA 


KLRJ-TV 30,000 20 
William D. Stiles, g. m.; Pat 
Burke, loc. sls. m. 

KLAS-TV 35,000 oe 
Marian Y. Komar, g. m. & nat. 
sis. m.; Alex Gold, loc. sls. m. 
KSHO-TV 
Jim Hawthorne, operations m.; 
Bob Gardner, s's. m 

KOLO-TV 54,010 
Harry Huey, g.m.; Ed 
loc. sls. m. 


NEW HAMPSHIRE 
WMUR-TV 1,127,959 _ 





Cardinal, 


Norman A. Gittleson, ex. v.p. & 
g. m.; Gordon E. Moore, nat 
sls. m. 


(Continued on page 74) 











DAVID MILLIGAN 


Broadcast Service Corporation 
485 WN. Pennsylvania St., indianapolis 4, Ind. 


Station Consultant 


Melrose 4-1871 
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Set Count (Continued from page 73) 

City Vhf Uhf Color 

Mt. Washing- WMTW (See Poland Spring, Me.) 
ton 


Station 








NEW JERSEY 


Newark WATV 4,730,000 a 
‘(New York) nee &, R. Rosenhaus, p. & g. m.: 
Edward Cossman, sls. d 


NEW MEXICO 
Albuquerque KGGM-TV 77,643 75 


A. R. Hebenstreit, p. & g. m 
R. C. RB asst. m. 

KOAT-TV 79,780 _ 

A. M. Cadwell, p. & g. m.; Jerry 
Burns, c. m. 

KOB-TV 76,226 60 


Wayne Coy, p. & g. m.; 
Nielsen, sls. m. 

KAVE-TV =_ 

John H. Battison, g. m. 

KICA—(12) 1957 

KSWS-TV 37,143 

John A. Barnett, o. 4 g. m. : Paul 
B. McEvoy, sls. m 


NEW YORK 

Albany WCDA 175,000 500 
(Schenee- Thomas S. Murphy, g. m.; Harry 
tady-Troy) eee st. m. 


185,000 os 
William A. Riple, g. m.; Dom 
Tovino, sls. m. 
WNBF-TV 416,472 20 
George R. Dunham, g. m.; Andrew 
G. Hubbell, g. sls. m. 
ype WPTZ 150,000 __— 


Carlsbad 


Clovis 
Roswell 


Binghamton 


( George BarenBregge, z. m.: Al La 
Placid- France, loc. sls. m. Plus 350,000 
Plattsburgh) in Canada. 

Buffalo WBEN-TV 544,233 200 

Gesrus R. Torge, st. m.; Nicholas 

Malter, sls. m. 

WBUF 160,100 500 

Charles Bevis Jr., g. m.; Bill 
Decker, sls. m. 

WGR-TV 551, a 153 

J. Joseph Bernard, & g. m.; 
G. Paschall Swift, 4 m. * Plus 

584,617 in Canada. 

Carthage WCNY-TV _78,378* _ 
(Water- Louis Saiff Jr., g. m.; Alfred M. 
town) Tauroney, nat. sis. m.; *Plus 

118,840 in Canada. 
Elmira WTVE 45,000 _ 
Thompson K. Cassel, p. & g. m.; 
Howard Green, c.m. 
WSYE-TV _ _ 
Bob Bolger, res. 
Hagaman WCDB (Sat. of WCDA Albany)— 
New York WABC-TV 4,535,000 — 
sg — g- m.; Joseph 
WABD 4,800,000 
Ted Cott, v.p. & g. m.; Bill Adler, 
sls. m. 
WATV (see Newark) 
WCBS-TV 4,730,000 3,000 
Sam Seek Digges, g. m.; Frank 
Shakespeare, sls. m. 
WOR-TV 4,730,000 —— 
Gorden Gray, exec. v.p. & zg. m 

William P. Dix Jr., sls. m. 
wPix 4,730,000 3,000 
Fred M. Thrower, v.p. & g. m.: 

John Patterson, 

WRCA-TV 4.765.000 ° 10,000 
William N. Davidson, g. m.; Jay 

J. Heitin, sls. d. 

Rochester WROC-TV 325,000* 200 

William Fay, p. & g. m.; John W. 
enn Jr., v-p. & c. m. 

* Plus 75,000 Canadian coverage. 
WHEC-TV_ 327,000* 200 
C. Glover DeLaney, v.p. & g. m.; 

LeMoine C. Wheeler, g. sls. m. 

—- 31,500 Canadian cov- 
WVET.TV 327,000* 200 
Ervin F. Lyke, p. & g. m.; eae 

Murrellwright, g. s 

* Includes 31,500 Cention cov- 

erage. 

Schenectady WRGB 503,000 ° 
(Albany- Raymond W. Welpott, st. m. ; Rob- 
Troy) ert F. Reid, sis. m. 

Syracuse WHEN-TV 377,000 650 

Paul Adanti, v.p. & g. m.; Fred- 

erick Menzies, c. m. 

WSYR-TV 372,160 300 
E. R. Vadeboncoeur, p. & g. m.; 

W. R. Alford. nat. sis. d. 

Utica WKTV 211,000 180 

Michael C. Fusco, g. m. & sls. m. 
NORTH CAROLINA 
Asheville WISE-TV 


40,000 
Harold H. Thoms, zg. m.; Joseph 
J. Master, c. m. 
WLOS-TV 341,000 
Charles B. Britt, ex. v.p.; H. 3 
Britt, regnl. sls. m. 
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Bernard Goodwin (c), vice president 
of Paramount Television Productions, 
Inc., has named Lew Arnold (r) gen- 
eral manager of KTLA Los Angeles and 
Henry Flynn (1) assistant general man- 
ager. Mr. Arnold has been acting man- 
ager of the station since the death of 
Klaus Landsberg. 





City Station Vht Uhf Color 
Charlotte WBTV 536,630 510 
Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgenson, 
asst. mgr. d. chre. sls. 
Durham WTVD 278,971 150 
Harmon L. Duncan, p. & g. m.; 
Mike Thompson, sls. m. 
Fayetteville WFLB-TV 20,000 = 
William “ wane. m.; W. B. 
Belche, 
Greensboro wFMy- Tv is, 234 214 
Gaines Kelley, g. m.; Joseph E. 
Lake, c. 
Greenville WNCT 164,990 100 
A. Hartwell Campbell, g. m.; John 
G. ark, Jr., ¢. m 
Raleigh WNAO- TV 140,125 75 
John H. Bone, g. m.; Earl Welce. 
g. sls. m. 
WRAL-TV—(5) Jan. 
Washington WITN 150,000 300 
ba >. berson Jr., p. & g. m.; 
Sag v.p. chge. sls. 
Wilmington whiFD-TV 98,600 
R. A. Dunlea Jr.: p.; Claud 
O’Shields, loc. sis. m. 
Winston- WSJS-TV 572,966 525 
Salem Harold Essex, v.p. & g. m.; Harry 
B. Shaw, g. m. 
WTOB-TV 131,053 = 
John G. Johnson, g. m.; James 
oan, sls. m. 
NORTH DAKOTA 
Bismarck KBMB-TV 24,000 
John W. Boler, p. & g. m.; Fred 
Drewry, loc. sls. m. 
KFYR-TV 31,350 
William Ekberg, g. m.; A. L. An 
derson. sls. m. 
Dickinson KDIX-TV 
Orville ze Burda, g. m.; Eugene 
A. Spear, sls. m. 
Fargo WDAY_TV. 92, 679 150 
Jack Dunn, st. m.; Tom Barnes, 
g. m. 
Grand Forks KNOX-TV 37,000 *_— 
Carroll E. Day, p. & acting g. m.; 
Robert Lukkason, nat. sls. m. 
Minot KCJB-TV 29,000 
= § 4. age ~ & g. m. : Ches- 
ietan, 
Valley City KXIB-TV 123,000 300 
John W. ler, p. & g. m.; Leo 
ren, ¢. m. 
OHIO 
Akron WAKR-TV 174,066 
S._ Bernard Berk, Pd Roger G. 
Berk. v.p. & g. m. 
Cincinnati WCPO-TV 850, 500 — 
M. C. Watters, v.p. & g. 
G. C. Miller, asst gg. m & 
sls. m. 
WKRC-TV 767,728 1,000 
David G. Taft, ex. v.p. & g. m.; 
Robert T. Schlinkert, g- sls. m. 
WLW-T 525,000 92 
R. E. Dunville, p.; James J. 
Crane. sls. 
Cleveland KYW-TV 1, 174, 004 107 
Roland V. Tooke, v.p. & g. m.; 


James C. Hanrahan, g. m.; John 


H. Foley, loc. sls. m. 








City 


Columbus 


Dayton 


l.ima 
Steubenville 
Toledo 


Youngstown 


Zanesville 


Ada 
Ardmore 


Enid 


Lawten 
Muskogee 


Oklahoma 
City 


Tulsa 


Eugene 


Klamath Falls KOTI 


Medford 


Portland 


Roseburg 


Altoona 
Bethlehem 
Easton 


Erie 


Harrisburg 


Johnstown 








Station Vhf Uhf Color 
WIW-TV 1,146,150 __— 
Ben Wickham, mng. d.; Maurice 


McMurray, nat. sis. m. 
WBNS-TV 500,400 _ 
Robert 


Richard A. Borel, tv. d.; 

D. Thomas, sls. m. 
WLW-C 351,000 900 
James Leonard, v.p. & g. m. 


Charles Dodsworth, sls. d. 
WTVN-TV 381,451 -_ 


Joseph W. McGough, g. m.; How- 
ardDuncan, sls. m. 

WHIO-TV 511,310 _ 

Robert H. Moody, g. m.; Walter 
E. Wolaver, c. m. 

WLW-D 348,000 _— 

Eric Jensen, st. m.; Dale Smith, c. 
m. 

WiMA-TV 76,487 _ 

Rebert W. Mack, v.p. & g. m.: 
J. L. Spring, tv sis. m. 

WSTV-TV. 1,062,882 *_~ 

John J. Laux, exec. v.p. & g. m.. 
Joseph M. Troesch, asst. g. m. 

WSPD-TV 406,975 90 


Allen L. Haid, v.p. & mng. d.; 
Bill Ashworth, nat. sls. m 





WFMJ-TV 180,304 150 
William F. Maag, Jr., peers 
Stanley, st. m. & sls. m. 
WKBN-TV 202,534 300 
W. P. Williamson, IJr.. o. & g. m.: 
J. L. Bowden, st. d. 
WHIZ-TV 50,000 _ 


Allan Land, mng. d.; Nate Milder. 


als. d 


OKLAHOMA 
KTEN 93,223 _— 
Bill Hoover, p. & g. m.; Brown 
orris, v.p. st. m. 
KVSO-TV 


Albert Riesen, m.; Rex Cole, adv. - 
sls. m. 
KGEO-TV 306,000 — 
George S sec. & 

KSWO-TV 70, 000 
a = Baker, st. m.; 


KTVXx. 320,000 _ 

Mike Shapiro, mng. d.; Bill Swan- 
son. sls m. 

KWTV 402,213 118 

Edgar T. Bell, v.p. & g. m.; Frea 
L. Vance, sis. m. 

WKY-TV 402,213 118 

apne B. Dodson, acting st. m. 

es R. Terrell, nat. sls. rep 
KOrV 319,31 12 


Wrede Petersmeyer, p. & g.m. 
at Richdale, ¢.m. asst. g.m. 
KVOO-TV 319,312 300 
Cc. B. Akers, g. m.; John Devine, 
¢.m. 


Al Shore. 


OREGON 


KVAL-TV 77,235 — 

S. W. McCready, g. m.; Glenn 
Nickell, sls. m. 
Walter Richartz, m. 

KBES-TV 39,350 a 

Jerold R. Poulos, m.; Edward P. 
Barnett, sls. m. 


KLOR 340,000 — 

Ss. <n, hag g. m.; Jack Was- 
san, sls. m. 

KOIN-TV 317,700 200 


C. Howard Lane, v.p. & mng. d.; 
John L. Palmer, ntl. sls. m. 
sd 500 


356,442 
Frank J. Riordan, mng. d.; Den- 
ald Tykeson, nat. sls. m. 
KGW-TV—(8) Dec. 17 °56 
KPIC 77,235 


Gene Pierce, res. m. 


PENNSYLVANIA 


WFBG-TV 451,808 
Jack Snyder, mng. d.; Thomas v. 


Martin, sls. 
WLEV- 71,450 _— 
Elwood C. Anderson, st. m.; 
George H. Ettele, c. m. 
WGLV 94,635 — 
Charles Thon, g. m.; Nelson S. 
Rounsley, bus. m. & nat. adv. m. 
WICU 222,500 300 


Ben McLaughlin, g. m.; Karl R. 
Ne'son, c. m. 
WSEE 110,000 oe 





Frank B. Palmer, g. m Jay 
Sondheim, loc. sls. m 

Ed K. Smith, g. m. 

WHP-TV 241,449 a 

A. K. Redmond, g. & c. m. 

WTPA 240,000 — 

Donald D. Wear, g. m.; Allan P. 
Solada, sls. m. 

WARD-TV 60,000 

— J. Butterfield, g. m. & als. 

wWIJAC-TV 1,012,075 510 

Alvin D. Schrott, g. m.; John H 


Hepburn, sls. m. 








Color 


Station Vht 


























City Station Vht  Uhf City Unf Color | City Station Vbf Uhbf Color 
Lancaster WGAL-TV 917,320 1,500 WREC-TV —— Houst KG eston 
Harold B. Mile. st. m.; Robert Fey g- m.; Charles ee KERCTV a ys ‘ 100 
er, m. rakefield, ¢.m Jack 4 . me? 
Philadelphia. WCAU-TV 2,094,852 3,500 | Nashville  WLAC-TV 401,000 500 McGrew, ast a = 
Donald W. Thornburgh, p. & g. T. B. Baker Jr., ex. v.p. & g.m.; | KTRK-TV 360 
m.; Robert M. McGredy, v.p. Robert M. y~ sis. m. | vane E. Walbridge, exec. v.p. & 
> = : WSIX-TV 380,000 te g a Age 
WFIL-TV 2,044,000 1,000 © Pee Jr., p. & g. m.; i | Laredo KHAD-ty 15,000 
Geo A. Koehler, st. m.; Ken- mg, st. m.; John A. 
4 W. Stowman, gen. sls. m. WSM-TV 268,693 165 Snyder, sls m. Plus 5,000 in 
WRCV-TV 2 008.318 2,500 John H. DeWitt, p.; Irving Mexico. 
Lloyd E. Yoder, & g. m.;: Waugh, c.m. & asst. to p. KLTV (see Tyler) 
Theodore Walworth “Jr., sis. d. Lubbock KCBD-TV 128,231 100 
WSES—(29) Dec. °56 TEXAS a H. Byyent. p. & g. m.; 
Pittsburgh © KDKA-TV 1,200,000 1,500 | Abilene KPAR-TV (see Sweetwater) KDUB-TV 135.573 
Jerome (Tad) Reeves, g.m.; John | KRBC-TV 59,790 _ W. D. at Beene a; a0 
G. Stilli, sls. m. | John Higgins, st. m. & e¢.m.; | E. A. (Buzz) Hassett, nat. sis. 
— =. 7 ey ae Forest Lane, nat. sls. m. | m. F 
Tk, Pe KFDA-TV 88,418 | Lufkin KTRE-TV 55,325 -_ 
wiic a) Deo’ *s6 . Ed Muvore, > m.; Dan Hayslett, Richman Lewin, v.p. & g. m.; 
Scranton ARM-TV 250,000 — opertns. m. & nat. sis. m. | Stee Martin. cis. m. 
William Dawson, v.pD. "& g. m. KGNC-TV * 88,62 6 186 Midiend KMID- 
pag ee ly gt Bob Watson, st. m.; Bill Clarke, Ray Herndon, om. ; Lambert Cain, 
Pee ee | fain KTBCTV 162,946 30 | Odessa KOSA-TV 78,500 ° — 
a on well, Ye ‘é Ci Ke lam, g. m.; O. P. (Bob) er Vacca, st. m.; Ed Costello. 
ae. &- * | tt. g. sis. m. - m. 
Sines wae meses 188 Beaumont KFDM-TV 115,161 36 | SamAngelo KTXL-TV 44,622 - 
David 0. Baltimere.v.5. & &. ™.: Mott M. Johnson, opr. & c. m.; J. H. Hubbard, g. m. & sis. m. 
tg oo ge og gigi David Russell, loc. sls. m. San Antonio acee-sy A, — 
° » ‘f a n r, V.p. gz. m 
WILK-TV 306,000 ome mborello, sls. m : 
Roy E. Morgan, ex. v.p.; Thomas 2 
KENS-TV 323,977 237 
P. Shelburne, m. d. D. Johnson, g. m.; Wayne 
Williamsport WRAK-TV—(36) Winter °56 Kearl. nat. sls. m 
York WNOW-TV i WOAI-TV 332,300 67 
Richard E. Burg, st. m. & ce m.; Samet Caine. vp. & g. m.; 
le 10 c. ™m. 
*~ Edward Schwalm, sls, prom KONO-TV (12)—Feb. °57 
WSBA-TV 115,000 ae Sweetwater KPAR-TV 62,469 _ 
Louis J. Appell Jr., p. Dan C. Guthrie, st. m.; E. A 
r te ncannry see nat. sis. m. 
RHODE ISLAND — aoe Re 
Gene Lewis, st. m. ; Burton Bishop, 
Providence WJAR-TV 1,404,002 450 g. m. 
George O. Grit, v.p. & g. m. Texarkana KCMC-TV 161,840 75 
Ed Boghosian, sis. m. (Tex.-Ark.) Walter M. Windsor, g.m.; Richard 
WPRO-TV 1 404,202 — M. Peters, nat. sis. & prom. d. 
William S. Cherry, Jr., p. Tyler KLTV 108,000 
e 2 = & H. zene, g- m. ; John 
SOUTH CAROLINA 
Auderson WAIM-TV _ KCEN-TV (see Temple) 
Glenn P. Warnock, g. m.; John gh ag SP sgeay & oo 
McCallum, sls. m. John M Bri . v P- Ss. m.; 
Charleston WCSC-TV ‘127,382 *_ ohn M. Brinegar, sis. m. 
=~" Weis, m. & Teal ol. ms ; Weslaco |g Ae gl - = 
rn , Tren. 5. m. . = ayior, p. g. m.; enneth 
WUSN-TV 212, 637. . . . E. Markel, nat. & rgnl. c. m 
i. betes te, ». OG. Oo: Mike Shapiro has been appointed man- * Plus 8,000 in Mexico. 
titans wIsTY, 25413 - a | aging director of KTVx Tulsa-Muskogee Wide ie SeeeT Pag os aes 
Charles A. Batson, mng. d. ; w | ° . Bob H. Walker, sis. m. 
Epps, age. m. ose and KATV Little Rock-Pine Bluff. Head- KSYD-TV 119,734 ~ 
= Moody — Jr., v- P. quarters for the combined operation oy ee eee one 
en WETW 143.956 will be at the KTvx studios in Tulsa. UTAH 
. H Rrck, » o-oo John Mr. Shapiro was formerly commercial Salt Lake © KSIL-TV | 209.000 275 
i FBC y D. Lennox Murd p. .m.. 
—- es esate? —. * e | manager of WFAA-TV Dallas and has a Edward B. (Ted) ‘Kimball, "s 
' ws 4 ’ ; 7 ~ 
eentenon WSPALTW’ 326:765 se | long background in broadcasting. John KTVT 209,000 275 
: : ” . ett Larson, . m.; 
Water 5. eown, << oe &§ Fugate will continue as manager of Harold Woolley, iv a i 
ee ; ‘ T 208, = 
KATV, reporting to Mr. Shapiro. Brent Kirk, st. m.; Robert Smith, 
SOUTH DAKOTA P oe Eee, a 
Florence KDLO-TV 183,421 a 
Joseph L. Floyd, p.; E. A. Nord, VERMONT 
g. m. sls. m. (Satellite of Big Spring KBST-TV 48,453 Burlington WCAX-TV 145,756 
Rapid City me Sioux alls) William J. Wallace, p. & g. =. Stuart T. Martin, v.p. & g. m. 
a» ad c. n m. 
Helen S. Duhamel, p. & g. m.; Corpus 18-TV 000" 75 Schn A. Beton, ots. me. 
Sioux Falls KELOTV 183410 — Christi —'T._Frank Smith, p.; W. M. Eik- VIRGINIA 
ner, 
Joseph L. Floyd, p.; E. A. Nord, KSIX-TV ae Bristol WCYB-TV — — 
g. m. & sls. m. Vann M. Kennedy, o. & g. m.; Robert H. Smith, p. & g. m., 
William Patton, c. m. J. Fey Rogers, v.p. & sis. m. 
TENNESSEE KVDO-TV 59,000 ~ Hampton WVEC-TV (see Norfolk) 
L. W. “Bud” Smith, g. m.; Bert arrisonburg WSVA-TV 138,633 
Chattanooga WDEF-TV 190,712 200 etcalf, c. m eee sits 2 a 
Harold E. Anderson, g. m.; Otis KFJZ-TV 540,930 ini Hamilton Shea, p. & m. ; 
H. Segler, sls. m Ore Worth) Charles B. Jordan, v.p. & g. m.; Howard C. Evans, g. sis. m. 
WRGP-TV Dale Drake, nat. sls. m. Lynchburg WLVA-TV 308,675 _ 
Harry S. Stone, st. m. KRLD-TV 564,080 250 Philip P. Allen, v.p. & g. m.; 
Jackson WDXI-TV__ 105,500 _ Roy M. Flynn, st. m.; Gene Cuny, | Joseph F. Wright, Jr., sls. m. 
John E. North, vp. & g. m.; c. m. Norfolk WTAR-TV 418,016 300 
Larry Crenshaw, sls. m. WFAA-TV 564,080 150 Campbell Arnoux, p. & m.; 
Johnson City WJHL-TV 185,316 _ Ralph Nimmons, st. m.; Dick Robert M. Lambe, gen. =. =. 
W. H. Lancaster, Jr., v.p., g. m. Drummy Jr., ¢. m. WVEC-TV 187,000 150 
& sis. m. El Paso KILT-TV -_ Thomas P. Chisman, p. & g. m.; 
Knoxville WATE-TV 176,399 .s Joe Roddy, Jr., g. m. Harrol A. Brauer Jr., v-p. & 
W. H. Linebaugh, v.p. & KROD-TV 92,438 46 ala. 
[Sag ~ > ee Val Lawrence, vp. & g. m.; Dick | perersb WXEX-TV 425,000 200 
ohn T. McClou 183 Sis. oe Watts. gen. sis. m. vn Irvi “ "A M4 
¥ naa Engelbrech KTSM-TV 91,992 8 | => er Vn ne d. & 
ohn . recht, p., g. m. Karl O. Wyler, p. & g. m.; Roy nat. sis. m.; George R. iviere, 
ye < T. Chapman. v.v. & sls. m. loc. als. m. 
bt P. Hart. p. & RE Fort Worth WBAP-TV 585,000 Pertsmouth WTOV-TV -_ a 
aa (Dallas) George Cranston, st. m.; Roy A. Y., Bamford, g- m.; Winston 
. right, ¢. m. 
Memphis WHBQ-TV 452,870 210 Galveston KGULTV" 188,531 . WAV Y-TV—(10) Jan. °57 
a Cleghoce. v.p. & g.m.; Tom Paul E. Taft, p. & g. m. ; Robert | Richmond WRVA-TV 
cr #156.950 H . Wilson, g. sis. m. Barron Howard, v.p. & m.; 
i. arlingen KGBT-TV 84 James D. Clark, Jr., a mn. 


357 
H. W. Slavick, g. m.; Ear! More- 
land, st. m. 





Troy McDaniel, g. m.; Ingham s. 
Roberts, ¢. m. 


(Continued on page 76) 
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Set Count (Continued from page 75) 


City 


Roanoke 


Bellingham 


Pasco 


Seattle 
(Tacoma 


Spokane 


Tacoma 
(Seattle) 


Yakima 
(Pasco) 


Bluefield 


Charleston 


Station Vhft Uhf Color 


WTVR 408,240 300 
Wilbur M. Havens, st. m. & c.m.;: 





Walter A. Bowry, IJr., asst. st. 
m. & asst. ¢.m. 
WDBJ-TV 479,222 *_— 
Ray P. Jordan, mng. d.; Blake H. 
Brown, tv sis. m. 

WSLS-TV 479,222 150 
James Moore, ex. v.p.; Horace 
Fitzpatrick, asst. m. & c. m. 

WASHINGTON 
KVOS-TV 250,246 _ 
David Mintz, g. m.; Fred Else- 
thagen, sls. m. 
KEPR-TV = _ 
Thomas C. Bostic, v-.p. 
H. R. Cary, sls. m. isctellite ‘ot 
KIMA-TV, Yakima) 
KING-TV 521,400 439 


Otto B. Brandt, v.p. & g. m.; A. 
P. Hunter, ¢. m. 


— 531,400 577 
. Warren, ex. v.p. & g. m. 
Bin “Hubbach, g- eo m. 
KTNT-TV 531,400 577 
Len Higgins, m.; Larry Carino, 
c. m. 
KTVW 525,000 


William Veneman, g. m. 3 George 
Glavin, g. sls. m. 
KHQ-TV 187,768 125 
Richard O. Dunning, p. & g. m. 
irney Blair, c. m. 
KREM-TV 196,000 200 
Louis Wasmer, owner; Robert H. 
Temple, g. m. & sls. m. 
KXLY-TV 188,631 7 
Richard E. Jones, v.p. & g. m.; 
James Agostino, sls. m. 
KTNT-TV (see Seattle) 
VW (see Seattle) 
KIMA-TV 82,000 
Thomas C. Bostic, v.p. & g. m.; 
H. R. Cary, sls. m. 


WEST VIRGINIA 


WHIS-TV = 171,265 *_— 
P. T. Flanagan, st. m.; Jobn 
» sls. m. 


WCHS-TV 540,340 200 
John T. Gelder Jr., v.p. & g. m.; 
John L. Sinclair Jr., sls. m. 


WHTN-TV (See Huntington) 





John W. Harkrader, left, managing di- 
rector of broadcasting operations for 
wpBJ-TV Roanoke, has become assistant 
vice president and commercial manager 
for broadcasting of the Times-World 
Corp., owner of the station, and Ray P. 


Jordan, 


right, managing director of 


broadcasting operations, has become 
vice president for broadcasting, it has 
just been announced by board chair- 


man M. W. 


City 


Clarksburg 
Huntington 


Oak Hill 
(Beckley) 


Advertisers aiming to establish a 
strong new product personality are 


Armistead III. 


Station Vhf Uhf Color 


WSAZ-TV (See Huntington) 
WBLK-TV—(12) Winter ’56 
WCHS-TV (see Charleston) 
WHTN-TV 203,000 
Fred Weber, p. & nat. sls. ; George 
A. Miller, loc.-rgnl. sls. m. 
WSAZ-TV 594,510 
Lawrence H. Rogers II, 
g. m.; Robert White, 
WOAY-TV 357,230 
Robert R. Thomas, Jr., o. & g.m.; 
Vie Ludington, sls. m. 


500 
p. & 
sls. m. 








ENRY J. MUESSEN, President and Chairman of the Board 


of Piel Bros., puts it this way: “‘There’s no doubt that Bert and 
Harry sold themselves. However, without Spot's flexibility and 
great cumulative audiences, they never would have made the 





grade so fast. They are established 
salesmen and stars in their own 
right, thanks to Y&R and Spot 


Radio and Television.” 
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SPOT SALES 


City 


Station Vhf Uhf Color 





Parkersburg 


Wheeling 


Eau Claire 


Green Bay 


La Crosse 


Madison 


Marinette 


WTAP 40,502 — 

Milton F. Komito, st. m.; Jerry 
Burns, sls. m. 

WTRF-TV 312,460 

Robert W. F 
g. m.; H. 
m. 


100 
vp. & 
Secthem ‘Smith, sls. 


WISCONSIN 


WEAU-TV 122,560 25 
Leo Howard, g. m. & c. m.; Rich- 
ard Kepler, st. m. 
WBAY-TV 235,000 
Hay . ans, 
c. Nelson, sls. m. 
WFRV-TV 191,310 _ 
Soren H. Munkhof, v.p. & g. m.; 


. Gage, . sls. m 
WMBV-TV (see Marinette) 
WKBT 130,000 _— 
Howard Dahl, g. m.; Robert Z. 
Morrison Jr., sls. m. 

WISC-TV 309,275 

Ralph O’Connor, g. m.; Richard 
Nickeson, sls. m. 

WKOW-TV 

Ben F. Hovel, 
Loomer, sls. m. 


g-m.; Robert 


130,000 200 
g. m.; bert 
129,000 100 
Gerald A. Bartell, p. & st. m.; 

Peter P. Th 


‘V-TV 211,440 


WMB 
(Green ow) ae D. Mackin, g. m. ; William 


Milwaukee 


Superior 


Wausau 


Cheyenne 


Anchorage 


Fairbanks 


Juneau 


Wailuku 


Agana 


Mayaguez 


San Juan 


Walker, tv m. 


WISN-TV i. ~y: — 
John B. 


l. 
WITI-TV 680. 000 
J. 1. gg? g. LZ. 


ndison sls. 
WTMJ-TV_ 81,222 220 
Walter J. Damm, g. m.; Neale V. 


3,500 
J. Grant 


dore F. Shaker, sls. m. 
KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
WSAU-TV 98,200 _ 
George T. Frechette, v.p. & g. m.; 

Richard D. Dudley, asst. g. m. 

& c. m. 


WYOMING 


KFBC-TV 49,000 
Wm. C. Grove, g. m. 
Cahill, c. m. 


ALASKA 
KENI-TV 25,000 
Alvin O. Bramstedt, g.m.; James 
G. Duncan, ‘sls. m. 
KTVA 23,000 _ 
A. G. Hiebert, g. m. 
KFAR-TV 10,000 
Don McCune, st. m.; 
Johnson, c. = 
KTVF 
Walter A. wach m.; 
Griffin, c. m. 
KENY-TV 2,500 
Jerry McKinley, st. m.; Vern Met- 
f, loc. sls. m. 


; Charles P. 


Robert W. 


John A. 


HAWAII 


KHBC-TV 103,000 _ 

J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 

KGMB-TV 103,000 — 

Melvin B. Wright, st. m. & nat. 
sls. m.; Charles Crockett, loc. 
sls. m 

KONA 96,500 _ 

John D. Keating, p. & g. m.:; 
James W. Spencer, nat. sls. m. 

KULA-TV__ 91,800 _ 

Jack A. Burnett, exec. v.p. & 
g. m.; M. Franklyn Warren, g. 
sls. m. 

KMAU 103,000 — 

J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 

KMVI-TV 12,000 

Richard E. Mawson, st. m. ; Frank 
Kovacic, ¢. m. 


GUAM 


KUAM-TV 
Harry M. Engel Jr., p. & g. m. 


PUERTO RICO 


WORA-TV 129,345 

Alfredo R. de Arellano, Jr., p. & 
g. m.; Reinaldo M. Dupont, 
asst. m. & c. m. 

WAPA-TV 157,958 ~ 

David H. Polinger, g.m.; Andrew 
N. Vladimir, sls. m. & prom. m. 

WKAQ-TV 129,345 _ 

Delfin Fernandez, ¢g. m.; Oscar 
Reinosa, sls. m 





























































In the picture 


Philadelphia’s famed Poor Richard Club will climax its observance of Benjamin Franklin's 
25lst anniversary by awarding the coveted Gold Medal of Achievement to Frank M. Folsom, 
president of the Radio Corp. of America. The presentation will be made Jan. 17 at the 
Club’s 52nd annual dinner in the Bellevue Stratford. More than 1,300 members, wives and 
guests are expected to attend. Poor Richard Gold Medal winners in the past have included 
President Dwight D. Eisenhower (honored during his tenure as head of Columbia University ). 
Walt Disney, Will Rogers, Alfred P. Sloane Jr., Captain Eddie Rickenbacker, Will H. Hays. 
Brig. Gen. David Sarnoff, Gen. Douglas MacArthur and Clare Boothe Luce. Mr. Folsom 
joined RCA as a director and vice president in charge of the RCA Victor division on Jan. 
1, 1944. He became the fourth president of RCA on Jan. 1, 1949. 








Sy Weintraub, president of United Television, Inc., owners of KMGM-TV Minneapolis 
(formerly KEYD-Tv), has made two agreements with Loew’s television division similar to 
those already set with kTtv Los Angeles and KTvR Denver. One agreement is for MGM’s 
pre-1949 backlog of 700 feature films, the other for 25-per-cent ownership in KMGM-Tv by 
Loew’s. Mr. Weintraub is also owner of Long Island radio station wkiT and executive vice 
president of Flamingo Films, Inc. Other United Television principals include chairman of 
the board Thomas P. Johnson, Pittsburgh industrialist and one of the owners of the Pitts- 
burgh Pirates; general manager and vice president Larry Israel, and secretary-treasurer 
George W. Eby. Mr. Weintraub says that independent KMGM-Tv plans to run a different fea- 
ture every night of the week against the top network shows on chain stations in the market. 





H. W. (Hank) Shepard, who has been director of special projects for NBC-owned sta- | 
tions since May 1956, has been named director of business development for California 
National Productions, a wholly owned NBC subsidiary for film production and distribution. | 
He'll direct all new business projects of the company. Mr. Shepard joined the network in 
1950 as a sales-presentation writer. He became supervisor of the sales-promotion division 
in 1951, and the next year was named manager of new business and promotion for NBC | 
spot sales. In 1955, he became director of the network’s spot-sales department. A native of 
Lakewood, N. J., Mr. Shepard was graduated from New York University with a B. S. de- | 
gree in marketing in 1941. Before joining NBC, he had worked for the Biow Co., headed 

his own agency and been assistant to the president of Ar. Winarick Inc. | 





Richard A. R. Pinkham, for the last year-and-a-half vice president of television network 
programming, has been appointed vice president in charge of advertising for NBC. He will 
report to Kenneth W. Bilby, vice president, public relations. Reporting to Mr. Pinkham will 
be national advertising and promotion division, which includes on-the-air promotion, news- 
paper and magazine advertising, the NBC art department and sales promotion, the exploita- 
tion division, guest relations and guided tours. Before joining NBC, Mr. Pinkham had exten- 
sive promotional experience with Time Inc., James McCreery & Co. and the New York 
Herald Tribune, where he was circulation director and a member of the board of directors. 
In August 1951 he joined NBC as manager of planning for the NBC television network, a 
, newly created position. He’s been executive producer of Today, Home and Tonight. 





In one of the initial expansion steps for the Television Bureau of Advertising, William | 
B. Colvin has been promoted to director of station relations. Announcement was made by 

the Bureau’s new president, Norman B. Cash. Mr. Colvin joined the Bureau in September 

1955 as a member of the sales-promotion department, later moving to the post of assistant i 
to the vice president in charge of client relations. He came to TvB from the electronics | 
division of Avco Manufacturing Corp., where he was with the creative advertising depart- 

ment. Before that he was director of client services at WLW-A Atlanta, and director of sales | 
promotion at wLW Radio. Mr. Cash, who recently became head of the Bureau when founding 

president Oliver Treyz moved to the American Broadcasting Co. to head the television net- | 
work, also announced the appointment of Jack Kelley to the sales department. 
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C) Bill me. 


[_] two years $12.00 
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THE LIGHTER SIDE i n Came ra 





Robert K. Plumb wrote in The New 
York Times about the several days in 
the early part of this month when the 
wind blew along the New Jersey coast 
from the east or northwest over very 
rough seas. This saturated the air with 
brine. The salt dried on everything 
exposed. On television antennas, the 
salt cut the signal. Tv fans in the area 
were advised to wash the salt off with 
water. So all along the Jersey shore 
television owners took to squirting gar- 


den hoses and other vessels at roof-top 








antennas as though they were trying 
to get them to grow. This restored the 
signal but only for a time, for salt soon 
built up again. 

All in all, things were in a pretty 
pickle for these Jersey viewers who 
learned to wash awhile then watch a 
while. 

* = * 

Requiem for a coonskin: Did any- 
one else happen to notice—we did 
MCA-TV Film Syndi- 
cation press release mentions it—that 
the Montgomery Ward Christmas cata- 
log for 1956 doesn’t carry any cowboy 


because an 


items named after Davey Crockett? 


* = * 


Is there an ulcer in the shop? At the 
Harry C. Phibbs Agency in Chicago. 
J. E. Fleming is not only a v. p. and 
a. e. but also an M. D. 


* * * 


Sweet and sour: We are in much 


puzzlement over the following letter we 
received from a radio station: 
“Dear Friends: 

Thanks for the news. Keep it com- 
ing this way, we surely appreciate it.” 


oF * * 


Life in this television age, or coach- 
ing from the sidelines, please: First it 
was short-wave radio coaching of 
quarterbacks equipped with receivers 
in their helmets. Now comes coaching 
by television to the sidelines, accord- 
ing to an Associated Press report. 

The Los Angeles Rams of the Na- 
tional Football League are trying it. 
The club’s pass defense coach, Jack 
Faulkner, explained it this way: 

“It’s the Rams’ new closed-circuit 
gimmick. With this, an assistant coach 
located up in the press box can dia- 
gram plays and make adjustments 
down onto the field, where they are 
picked up on a 17-inch monitor. The 
players gather ‘round and see the 
whole picture in a nutshell—or in a 
mahogany case, to be exact. 

“Not only can the press-box coach 
talk to the players on the field as he 
diagrams changing coverage, but the 
players watching the picture as it 
comes over their tv screen can also 
ask questions by way of a two-way 
radio.” 

* * * 

Life in this television age, or, voting 
at the summit: A man-and-wife tv team 
who operate a television transmitter 
atop Deer Point (near Boise, Idaho) 
cast their ballots by helicopter in the 
recent general election. A United Press 
bulletin advised they had been snow- 
bound atop the mountain peak for two 
weeks, and they can’t get out yet. 

Frank and Betty Fine operate the 
KIDO-TV transmitter for the Boise tele- 
vision station. Mr. Fine telephoned his 
problem on E-Day to the station per- 
sonnel. To solve the problem of voting 
from a mountain top, the station flew 
a helicopter and election recorder to 
the Fines. Their votes were notarized 
and returned to Boise for counting. 








NEILSEN CONFIRMS 
KCMC-TV AREA DOMINANCE 


1. KCMC-TV registers coverage in 
32 counties in 4 states! 


« KCMC-TV has monthly circulation 96% 


or higher in 23 counties! 


or higher in 23 counties! 


3. KCMC-TV has weekly circulation 90% 


« KCMC-TV has daily circulation 70% 


or higher in 23 counties! 


THE 32-COUNTY AREA CONTAINS 
197,000 HOMES WITH 88,450 TV 
FAMILIES—NOT INCLUDING THE 
HOME COUNTY OF ANY OTHER 
TV STATION. 


THE POWERHOUSE OF THE SOUTHWEST 


KCMC-TV € 


Walter M. Windsor CHA N N EL 6 Richord rey 


Dir. Nat’l Sales & Promo tion 





General Manager 


Texarkana, Texas — Arkansas 


Maximum Power——100,000 Watts 
Represented By Venard, Rintoul & McConnell, Inc. 











Buy the 
for Your 
Audience 


KM BC-TV has a top-rated show 


fo di t - ee Whizzo 
r any audience you want: . 4 


KMBC-TV OF KANSAS CITY provides a top- 
rated selection for any type of audience you 
seek. These latest Telepulse rankings.show how 
your sales message reaches more of the right 
people more of the time on Channel 9. 


TOP-RATED NEWSCAST (General Family Audience) 

“The 10 O’clock News,” by Lionel Schwan, highest-rated news show, 
network or local, in the market. Ranks No. 2 in the Telepulse listing 
of Top Ten Kansas City multi-weekly shows. 

TOP-RATED LOCAL WOMEN’S SHOW (Housewives) 

Bea Johnson’s “Happy Home,” 1:30-2:00 p.m., Monday through Friday. 
Consistently the top show in its field in this three-station market. 
TOP-RATED EVENING MOVIE (General Family Audience) 
“Premiere Playhouse,” 10:15 p.m. to sign-off, Monday through 
Friday. An ideal vehicle for low-cost, high impact selling with 

Jim Lantz as host and salesman. 

TOP-RATED KID SHOWS “Whizzo’s Wonderland,” with Frank Wiziarde 
as “Whizzo, the Clown,” 11:00 a.m. to noon, Monday through Friday. 
“Mickey Mouse Club,” 5:00 to 6:00 p.m., Monday through Friday, 
highest-rated multi-weekly show in the market! 

TOP-RATED LOCAL DAYTIME VARIETY SHOW (Housewives) 
“Noon,” 12:00 to 1:00 p.m., Monday through Friday. This biggest 
local production in Kansas City television features Rev Mullins and 
a cast of top entertainers plus famous guest stars. 

TOP-RATED SPORTS SHOW (Men) 

“Sam Molen’s Sports,” 10:08 p.m., Monday through Friday. 

Beats all network and local sport show competition! 


Rev Mullins 





From the above, you can see why you’re money ahead when you select 

your audience from the top-rated line-up on KMBC-TV. So right now, Rete 
select your nearest phone and contact your Colonel from Peters, 

Griffin, Woodward, Inc. for availabilities. 


See Peters, Griffin, Woodward, Inc. for availabilities. (23| "WE8s,SR""™ 
Ewtuswe Natonal Representatwes 


the SWIN G is to K M B C -TV DON DAVIS, First V-P and Commercial Mgt 


JOHN SCHILLING, V-P and General Mgr. 
o2..9 ad 4 GEORGE HIGGINS, V-P and Sales Mgr. 
Kansas City’s Most Popular aid Most Powerful TV Station SaaS Ginn. Sivcster at “Gana 
Basic ABC-TV Affiliate DICK SMITH, Director of Radio 
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